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Indiana Publicity. 


T. J. Owen, a prominent farmer from near West- 
port, Decatur County, Indiana, says: ‘‘I take the Star 
because I like it; because it gives me full market re- 
ports and all State, foreign and local news. It is the 
only metropolitan paper I can get the same day that it 
is published, and I expect to continue taking it as long 
as they, give such service.” 

Can you doubt the effectiveness of an advertising 
campaign conducted through mediums which have 
over 40,000 paid subscriptions from Indiana farmers 
alone ? 

Ninety-eight per cent of the homes in Muncie; 
seventy per cent of the homes in Indianapolis and 
eighty-four per cent of the homes in Terre Haute are 
reached every morning by one of the Star League 
dailies. 

The Manhattan Soap Company of New York ran 
two full page advertisements in the Star League dailies 
of their Sweetheart Soap, from which there were 
35,000 coupons returned—a cost of a fraction less than 
two cents per coupon. 

Your Indiana List cannot be complete without 
the Star League Newspapers. 


STAR PUBLISHING CO., 


Star Building, ‘Indianapolis, Ind. 
Eastern Representative: Western Representative : 
Cc. J. BILLSON, JOHN GLASS, 


Tribune Bidg., New York City. Boyce Building, Chicago, 
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t BUTTERICK TRIO 
FOR DECEMBER 


will have a Jarger circulation than any pre- 
vious month in its history. It will be a great 
deal in excess of what advertisers are paying 
for; and as they will be distributed as early 
as November 4th in the Far West, and in the 
hands of the subscribers in New England 
on the 16th, advertisers of all kinds of goods 
can use the issue with profit. 

When you receive your November copies 
of The Butterick Trio you will be surprised 
with what we have done with advertisements 
in two colors. Good as it is, it is not as 


good as we can do in December. 





Forms for December Issue Close October (Oth. 





RALPH TILTON, Manager of Advertising, 
Butterick Building, New York. 


W.H. BLACK, Western Advertising Manager, 
First National Bank Building, Chicago, Illinciz, 
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FORTY YEARS AN ADVER- 
TISING AGENT. 


'By Mr. George. P. Rowell. 


THIRTY-NINTH PAPER. 








In the early days of advertising 
agencies I do not think the ma- 
jority of papers had any price for 
advertising. They depended main- 
ly upon subscriptions for a liveli- 
hood, and if anything came for an 
advertisement it was so much 
clear gain, whether the price was 
high or low. When papers had 
rate cards the agent was justified 
in charging in accordance, if the 
rate seemed reasonable; but when 
agents multiplied, and competed 
with each other, it soon became 
the thing to do to charge an ad- 
vertiser as near to the prices 
named on a rate card as it seemed 
likely he could be induced to pay, 
and then cut the paper down to as 
near nothing as the paper could 
be induced to accept. From sixty 
to a hundred dollars a column a 
year was an average price in a 
country weekly, forty years ago, 
but an agent who could secure 
an order for five hundred such 
papers at $25 a column—taking 
them as they run, in a specified 
territory—would very likely double 
his money on the cost of placing 
in four hundred and seventy-five 
out of the lot, while the other 
twenty-five might cost him $125 
each, without one of those, that 
cost so much, being of a-higher 
value than the average of the 
others. 

Publishers, after a time, began 
to catch on to the agent’s scheme; 
and to assume that he had con- 
tracted for the use of their space, 


and would be obliged to deliver, 
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no matter how much he had to 
pay for it; and it was not a 
cheerful thing for an agent to sit 
in a newspaper convention and 
hear some of these tell of the suc- 
cesses they had had, and what 
fools the other publishers were 
that they did not pursue the same 
tactics. If an advertiser had cor- 
responded with the papers, before 
giving the order to an agent, he 
thereby made the order much 
more expensive to place, for a 
newspaper man, having named a 
price, felt to some extent in 
honor bound to maintain it. 

There is an oft-told story of a 
circus man, who visited the office 
of the only paper issued in the 
town where the show would pres- 
ently arrive, to negotiate for ad- 
vertising space. The price de- 
manded seemed exorbitant, but 
the editor would take no less. 
Then a price was asked for half 
as much space, and for that as 
much money was insisted on as 
for the other—but an entire page 
could be had without paying any 
more. The circus man was mys- 
tified, but bought the page and 
issued his order on the show to 
pay the price; then he asked for 
an explanation, and got it. The 
newspaper man had calculated on 
a show at this season, had bor- 
rowed money to tide him over a 
pressing need. The note would 
be due shortly. He had counted 
on the circus to pay it; and pay it 
it must. The price would be the 
same whether the space used was 
an inch or a page. 

For many years my largest cus- 
tomer was P. H. Drake, the 
Plantation Bitters man. In those 
days a $50,000 contract was un- 
heard of; but he gave me an order, 
one day, amounting to $46,000. On 
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another occasion I was in his 
office, not expecting any business, w 
when he showed me a small slip 
of paper, about two inches 
square, on wii.ch was written the 
names of twelve Pacific Coast 
newspapers; and exhibiting a 
great sheet of reading notices, 
intended to appear every other 
day in the daily editions and in 
every weekly issue, asked at what 
price I would insert the notices 
in the papers named. It was 
in the days when currency was 
at a discount, while the Pa- 
cific Coast journals had never 
gotten away from gold payments. 
The railroad had not then crossed 
the Continent but would be com- 
pleted very soon. The papers 
were high-priced, and hard to deal 
with; but I said, off-hand, in 
reply to his question, “I'll place it 
for $9,000 gold.” To which he 
responded, without a second’s de- 
lay, “Go ahead.” After a moment 
more he added, “Now, I don't 
want you to come around here in 
a couple of months and ask to be 
let off. I want you to do the ad- 
vertising in every paper on that 
list.” To this I responded that 
he need have no fear. 

When I came to place the busi- 
ness I found there had already 
been a good deal of correspond- 
ence with each paper, and each 
had named a price. An agent in 
San Francisco, a Mr. L. P. Fisher, 
whose office is still in  exist- 
ence, in 1905, then had pretty 
much the run of the business 
for the Pacific Coast, and 
he also had been experimenting 
with the order; and each paper 
knew what was coming, and not 
one intended to abate anything 
from the price that had been 
named. With considerable 
promptness I secured the service 
in nine of the twelve papers, and 
had an ultimatum from the other 
three, at prices that seemed out 
of all reason. I had no disposi- 
tion to shirk my _ responsibility, 
but thought I saw a way out; so 
I went to Mr. Drake and showed 
the nine acceptances. He inquir- 
ed about the other three. “Those 
shall begin at once, by order by 
telegraph, unless you choose to 


avail yourself of a better thing 

yhich I have come to offer you. 
pe are to pay me $750 a month 
in gold for the job. The work is 
started in nine papers. If you 
will give me a memorandum that 
the work is completed to your 
satisfaction in the other three and 
will pay the $9,000 as you agreed, 
I will leave those three papers off 
the list, and give you, this minute, 
a gold check for $3,600.” He 
thought for a moment; then said 
in a tone that indicated he was 
pleased, “I'll do it” and I gave 
him the check. Within three 
months the railroad was through; 
the Pacific Coast experienced a 
drop in prices; and I tried to get 
a new order for the three papers 
that had been dropped; but Mr. 
Drake did not seem to be inter- 
ested. Finally I was able to offer 
him the service for $1,200 cur- 
rency, or less than one-third the 
sum paid back to him, but he de- 
clined. 

As further illustrating the dif- 
ferent rates that may be named 
for a paper, I recall one extreme 
case. A traveling representative 
for a Texas journal called on me, 
soliciting the Drake notices I was 
then giving out. He looked at 
the huge sheet of print, sat down 
and with a pencil made many fig- 
ures. Finally he said, “It comes 
to a great deal of money.” Being 
asked how much, he said, “It 
comes to $15,000.’ His tone 
seemed to indicate that the price 
might be shaded somewhat; but 
the figures were so preposterous 
that I thought it would be a good 
joke to send the man to interview 
my principal. He came back later 
in the day and surprised me by 
saying that he got the order. I 
dropped everything to listen to 
the details. It seems he accepted 
the work for $120, that at his 
rates, he had said, would amount 
to $15,000. The price he accepted 
was not far from a fair figure but 
I lost $30, my commission on the 
order, by my effort to have a joke 
out of the matter. In business 
matters it rarely pays to attempt 
to be funny. 

There were a few papers that 
became famous, among the gen- 

(Continued on page 6.) 
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FALL AND WIN- .22:2222 
business affairs 


observes that 

ER ~ l) g o present business 

conditions are good 

—very good. 

4 No better time than 

now to start an adver- 

tising campaign, while the 

buying classes are susceptible to the arguments 
for an advertised article. 

{ Select the right mediums in the right territo- 

ries and you'll get the maximum of results fora 
minimum of expenditure. 

4 Here’s good territory and good mediums also 

—MONTREAL, MINNEAPOLIS, INDIANAPOLIS, BALTI- 

MORE and WASHINGTON, and the following su- 


perior home evening papers respectively: 


The Montreal Star. 


The Minneapolis Journal. 


The Indianapolis News. 


The Baltimore News. 


The Washington Star. 





Special Representatives : 


DAN A. CARROLL, W. Y. PERRY, 
Tribune Building, Tribune Building, 
NEW YORK. CHICAGO, 
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office, not expecting any business, 
when he showed me a small slip 
of paper, about two inches 
square, on wii.ch was written the 
names of twelve Pacific Coast 
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in the papers named. It was 
in the days when currency was 
at a discount, while the Pa- 
cific Coast journals had never 
gotten away from gold payments. 
The railroad had not then crossed 
the Continent but would be com- 
pleted very soon. The papers 
were high-priced, and hard to deal 
with; but I said, off-hand, in 
reply to his question, “I'll place it 
for $9,000 gold.” To which he 
responded, without a second’s de- 
lay, “Go ahead.” After a moment 
more he added, “Now, I don't 
want you to come around here in 
a couple of months and ask to be 
let off. I want you to do the ad- 
vertising in every paper on that 
list.” To this I responded that 
he need have no fear. 

When I came to place the busi- 
ness I found there had already 
been a good deal of correspond- 
ence with each paper, and each 
had named a price. An agent in 
San Francisco, a Mr. L. P. Fisher, 
whose office is still in  exist- 
ence, in 1905, then had pretty 
much the run of the business 
for the Pacific Coast, and 
he also had been experimenting 
with the order; and each paper 
knew what was coming, and not 
one intended to abate anything 
from the price that had been 
named. With considerable 
promptness I secured the service 
in nine of the twelve papers, and 
had an ultimatum from the other 
three, at prices that seemed out 
of all reason. I had no disposi- 
tion to shirk my _ responsibility, 
but thought I saw a way out; so 
I went to Mr. Drake and showed 
the nine acceptances. He inquir- 
ed about the other three. “Those 
shall begin at once, by order by 
telegraph, unless you choose to 


avail yourself of a better thing 
which I have come to offer you. 
You are to pay me $750 a month 
in gold for the job. The work is 
started in nine papers. If you 
will give me a memorandum that 
the work is completed to your 
satisfaction in the other three and 
will pay the $9,000 as you agreed, 
I will leave those three papers off 
the list, and give you, this minute, 
a gold check for $3,600.’ He 
thought for a moment; then said 
in a tone that indicated he was 
pleased, “I'll do it” and I gave 
him the check. Within three 
months the railroad was through; 
the Pacific Coast experienced a 
drop in prices; and I tried to get 
a new order for the three papers 
that had been dropped; but Mr. 
Drake did not seem to be inter- 
ested. Finally I was able to offer 
him the service for $1,200 cur- 
rency, or less than one-third the 
sum paid back to him, but he de- 
clined. 

As further illustrating the dif- 
ferent rates that may be named 
for a paper, I recall one extreme 
case. A traveling representative 
for a Texas journal called on me, 
soliciting the Drake notices I was 
then giving out. He looked at 
the huge sheet of print, sat down 
and with a pencil made many fig- 
ures. Finally he said, “It comes 
to a great deal of money.” Being 
asked how much, he said, “It 
comes to $15,000.’ His tone 
seemed to indicate that the price 
might be shaded somewhat; but 
the figures were so preposterous 
that I thought it would be a good 
joke to send the man to interview 
my principal. He came back later 
in the day and surprised me by 
saying that he got the order. I 
dropped everything to listen to 
the details. It seems he accepted 
the work for $120, that at his 
rates, he had said, would amount 
to $15,000. The price he accepted 
was not far from a fair figure but 
I lost $30, my commission on the 
order, by my effort to have a joke 
out of the matter. In business 
matters it rarely pays to attempt 
to be funny. 

There were a few papers that 
became famous, among the gen- 

(Continued on page 6.) 
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eral agents, for having schedules 
that would run up the price of a 
yearly order to most unexpected 
sums, and would abate no penny, 
relying upon what experience had 
taught them, that the agent had 
bound himself to deliver the ser- 
vice in their columns before ne- 
gotiating with them for a price. 
The Utica, N. Y., Herald, the 
Cleveland, Ohio, Herald and the 
Sacramento, Cal., Union were in 
this list; and I particularly re- 
member one village paper in 
Western New York—the Leroy 
Gazette—having perhaps a circu- 
lation of eight hundred copies, 
that more than once got $100 
from me for a service that better 
papers, in the same_ region, 
thought themselves well paid for 
at $30 or $25. It was this pecu- 
liar way of doing things that in- 
duced me, in the early seventies, 
to adoptewhat came to be known 
as the open contract plan; which, 
when it was finally well digested, 
was expressed in a headline on all 
our estimates in these words: 


THIS ESTIMATE DOES NOT GUARANTEE THAT 
ANY PAPER NAMED UPON IT WILL DO THE 


WORK AT THE PRICE NAMED. 

The old plan worked well 
enough so far as profits on orders 
went, but it seemed hardly honest 
to charge $40 for a service in a 
paper that, although at its rates 
would amount to $75, yet in prac- 
tice would commonly be secured 
at a gross price of possibly less 
than $25, while, on the other 
hand, it was exceedingly un- 
pleasant to be mulcted ‘$100 or 
more for a service for which we 
received less than $50, and which 
papers of equal value were gen- 
erally willing to take for $20 or 
$25. By the plan we were in- 
augurating we should no longer 
expect to receive more than the 
gross price paid the paper. In 
Practice we were led to waive 
some portion of our commission, 
sometimes all of it, rather than 
go to the advertiser to ask for 
an increased price—particularly as 
it was expected in such cases that 
the publisher’s letter would be ex- 
hibited as a statement of the con- 
ditions that existed. This led fi- 
nally to a general practice of die 


viding commissions, until at last 
the papers stepped in and sim- 
plified the matter by cutting the 
commission to a point where any 
further division made business 
undesirable. Some of them sim- 
plified the matter still further by 
arguing~ that when an advertiser 
placed his own advertising he be- 
came his own agent, and allowing 
him the agent’s commission, for 
that reason, 


Anybody with experience in 
canvassing for advertisements, 
has had occasion to _ notice 


the peculiar fondness advertisers 
have for a discount from the 
price. Many an order has been 
landed at $100 because from that 
sum the paper would remit the 
agent’s commission, formerly 25 
per cent, thus getting $75 net, 
while had $50 net been asked in 
the beginning, and insisted on, 
there would have been no chance 
of securing the patronage. It 
wasn’t the price that nailed the 
order it was the discount. 

Mr. E. B. Mack, one of the two 
original special agents, once made 
a contract with the managers of 
the B. T. Babbitt soaps, based on 
this discount fascination. He 
would act as a general agent, 
place the business in any papers 
selected, charge the schedule 
rate, and make a specified large 
discount from the amount in 
every case. On the greatest pa- 
pers he would have his labor for 
his pains, but gfeat papers are 
comparatively few, and smaller 
ones were so numerous that on a 
$100,000 contract he stood to have 
$50,000 in profits. Before the bills 
were paid the advertiser was put 
wise, by somebody; but Mack re- 
lied on his contract; the case 
went to the courts; Mack died he- 
fore it came to a decision—what 
was the basis of the final com- 
promise I never knew. 

It was at one time a common 
practice with general advertisers 
to prepare two sorts of copy; a 
set of reading notices, and a set 
of electrotypes of display space; 
and offer the work to publishers 
at what would be rather a low 
price for either the notices or the 
display space alone. No proposal 


(Continued on page 8.) 
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Ten Reasons Why You Should Use The 


“DECORAH-POSTEN,” 
DECORAH, IOWA. 


The Decoran-Posten guarantees a circulation of about 41,000, and 
has a larger circulation than that of any other Norwegian newspaper. 

The Posten reaches the homes of more than 41,000 Norwegians in the North- 
west—chiefly farmers. 

The census shows that 80 per cent of the Scandinavian farmers own their farms 
—67.2 per cent of the white Americans do, 

There are no Norwegian agricultural papers or magazines of general circula- 
tion in the United States. 

5. We have records to show that you cannot reach the Norwegians by using 

English publications 

6. No fake, objectionable medical or liquor advertising is accepted. 

The Norwegian is noted for thrift and prosperity, and there are fewer illiterates 
among the Norwegians than any other nationality. 

8 There are 2,500,000 Scandinavians in the United States. One-third of the pop- 
ulation of Minnesota, for instance, is Scandinavian, 

There are about 60 weekly papers in the United States with over 40,000 circu- 
lation. The DecoraH-PosTEn is one of the 60. 

to. The Decorau-PostTen is 31 years old. 


Consider these facts carefully, and we believe you will agree with us 
at the DECORAH-POSTEN has merits as an advertising medium 
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} which are, perhaps, not shared by any other publication. 
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A GOOD 
OPENING! 


An advertising agency established 
twenty-five years desires a high- 
class man for its business-getting 
department. A_ splendid con- 
nection for a man of experience 
and ability. No otherneed apply. 
Write giving full particulars, 
“GOOD OPENING,” Printers’ 
Inx, New York. 
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for advertising was ever yet sent 
out at a figure so low that some 
paper would not be found to ac- 
cept it. This is the reason why 
publishers are so often annoyed 
by what seem to them to be 
preposterous offers. In the case 
I have mentioned, a few would 
accept the whole at the price 
named. By doing that they made 
sure of the order beyond perad- 
venture. Such as did not accept 
would be asked to name a price 
for the notices separately, and the 
electrotypes separately. We never 
could tell how the answers would 
come in. Some would run the 
notices free if the price for the 
electrotypes could be advanced 
somewhat, others would run the 
electrotypes free if the reading 
notices were figured a little closer 
to the price on the rate card; 
some would cut the price for the 
notices very low indeed, because 
they looked like reading matter, 
and demand a high, or at least a 
higher price for the cuts; while 
others wanted cuts, to fill up with, 
and wished to avoid the extra 
composition that the notices would 
entail. When the final round-up 
was made, one paper would have 
the order for both sorts of copy 
and others for whichever, at their 
prices, seemed most likely to be 
profitable. If a small paper in- 
sisted upon charging for notices 
by the line, it would often demand 
as much as $100 for inserting 
what a brother publisher of per- 
haps a better paper, who charged 
only for the space occupied, 
would accept, perhaps quite glad- 
ly, for $10. Oftentimes it seemed 
that a paper was only interested 
in knowing how much money was 
to come, and was practically in- 
different about how much service 
was to be given for it. The story 
of the circus man is a case in 
point, 

Newspaper men used to com- 
plain, in conventions and else- 
where, of the unreasonable condi- 
tions that advertising agents im- 
pose, along with their contracts; 
but every one of these unusual 
demands, if traced to its source, 
will be found to have originated 
with some advertiser who placed 


his own business. A Rochester, 
N. Y., manufacturer of fireproof 
safes, Warner by name, who 
bought a _ second-hand kidney 
remedy—which he _ vigorously 
pushed into notice as Warner’s 
Safe Cure—was responsible for 
the beginning of the condition of 
mixing advertising with reading 
matter—until it is difficult to tell 
which is which—that now so uni- 
versally prevails. The advertis- 
ing agent never ‘invents these 
schemes. He likes to have the 
conditions simple, so that the 
work will go smoothly, and the 
bill paid in full; but when the ad- 
vertiser sees another advertiser 
enjoying this and that good thing, 
the agent, who wants to get and 
keep business, finds himself 
obliged to promise what others 
are securing. It used to be as- 
serted of the late S. M. Pettengill 
that he would always make an at- 
tempt to procure whatever unrea- 
sonable thing an advertiser should 
specify. I heard a publisher say 
to him once, “I believe you would 
contract that I should put this ad 
on the top of the City Hall spire.” 
He often seemed so incapable of 
understanding any difficulty in the 
way of carrying out a specifica- 
tion, that the newspaper man 
would sometimes accede to it in 
sheer despair. 

No advertising agent ever finds 
it prudent to take any publisher’s 
word that he will not vary from 
his published rates. He may say 
it over and over again, but it is 
not safe to believe it, until it has 
been proved by repeated trials, 
that he really means what he says. 
It is a curious fact that the com- 
paratively few papers, that never 
break their rates, are the ones 
who will go on writing courteous- 
ly to that effect day after day, and 
year after year, with never any 
evidence of impatience. If a pub- 
lisher writes in an exasperated 
tone on the subject, expressing 
the sort of feeling often described 
as “getting hot under the collar,” 
the agent generally concludes that 
he did break his rates yesterday 
or probably will to-morrow. We 
kept, for a long time, a specimen 
letter at our office, wherein a pub- 
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lisher devoted four full pages to 
impressing upon us the necessity 
of paying according to his sched- 
ule, said the price would be the 
sum he named “and ‘not one 
d——d cent less” and added in a 
postscript, “Now what will you 
give?” 
rn 
OBJECTS TO BILLBOARDS. 
Freperick N. EsHeEr, 
Counselor at Law, 
15-21 Exchange Place, 

Jersey City, N. J., Sept. 14, 1905. 
Editor of Printers’ INK: 

I am an occasional reader of Print- 
ERS’ INK, and interested in it from the 
point of view of an onlooker—one out 
of your profession. I notice in your 
issue for September 6, a list of several 
means employed to advertise, in the 
order of their relative value, and last 
on the list I see “signboards.” 

I travel on the New York and Long 
Branch Railroad, and am afflicted by 
the signboards on the main line of the 
Pennsylvania, between Jersey City and 
the junction of the Long Branch Rail- 
road, near Rahway. If these boards are 
of the least value to advertisers. of 
many of the means of advertising, I 
want to add that they are the most 
objectionable, and to make the sugges- 
tion that advertising men use their 
talents in improving the other more 
valuable and less objectionable means. 
If you think it worth while to give 
space to a discussion of the subject, I 
should like to say-a few words, and 
to read a few words on the subject by 
those in the business. 

There must be one hundred and fifty 
different things advertised in this way 
on that part of the Pennsylvania main 
line alseady spoken of—a distance of 
twenty miles. I have tried to remem- 
ber some of them. If I were to make 
a list I doubt if I could remember 
twenty. Not more than one or two 
stick in my mind. Once in a while a 
catch phrase like ‘‘Bad Samaritan” will 
stick fae the first reading, but usually 
I go through the season, as in the case 
of a certain cigar advertisement, read- 
ing mechanically the signs thrust upon 
me, but not | Aen Tr their purport. 
The other day I saw the name of the 
maker of this cigar and I tried to 
remember the name of the cigar. After 
some minutes’ thought, and at least one 
wrong guess, I though I remembered 
somewhat vague'y what it was. This, 
after the whole season, with an adver- 
tisement appearing more often, I think, 
than any other, and I a smoker who is 
not able at present to read his news- 
paper on the train, as most men do. 
My eyes are very good, but a little 
subject to strain, from close application. 

I have been glad to see in one of 
our counties, the relative absence of 
these signs, and it is a relief. And 
now, as to the objections to them, chief- 
ly their hideousness, their out-of- 
placeness, their marring the country, 
which the city people travel far to see. 


In that piece of railroad mentioned 
above I remember two signs that seem- 
ed somewhat attractive, in their place, 
and less wunobjectionable than the 
others—one of Horlick’s. The group- 
ing of the cows and the naturalness of 
it, has been good. The occasional 
changing of the grouping has been good. 
But lately Horlick has prospered and 
added to his herd, and he has crowded 
them into the pasture that formerly fed 
the smaller number. They should be 
divided. Another, of the Headlight 
Match—two engines facing each other, 
and in the flare of their headlights, the 
printed matter. 

The rest are hideous—the bird of un- 
natural color (Red Raven), the bull 
with the fence in front of him (Bull 
Durham), which might follow Horlick’s 
example more satisfactorily if not pro- 
fitably, the old ‘“‘meet me at the foun- 
tain,” the newer smoker leaning on his 
tobacco, of a kind I know not what, 
you see the form of the ad often sticks 
while the thing advertised flies away. 

Now if some one would start a move- 
ment to do away with sign advertising, 
it should have the support of advertis- 
ing men, and I should like to see what 
they have to say about it. I believe 
the movement should be carried to our 
cities and that we should have the sup- 
port of advertising men themselves, as 
we'l as of the city dwellers. If this 
should be accomplished, and a spirit op- 
posed to such advertising created in t 
people it would be a great boon. 

Respectfully, 
Frep. N. EsHer. 
—__<«o >. 


DAY BY DAY 


Year In and Year Out 





Every day of the year a statement 
of the circulation of THE CHICAGO 
RECORD-HERALD for each day of 
the previous month is printed on 
the editorial page. 

No other Chicago morning 
paper prints this constant record. 


CIRCULATION FROM JANUARY I 
TO JUNE 30, 1905 


Average per day, 148,520 
Average Sunday, 202,738 
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THE NEW SIEGEL STORE IN 
BOSTON: 


Each new store planned and 
built by Henry Siegel, it is said, 
embodies all the improvements 
suggested by those he has already 
built and operated. For this reason 
the new establishment of the 
Henry Siegel Company opened in 
Boston, September 11, may be re- 
garded as the latest type of depart- 
mental business, not only in equip- 
ment, but in adaption to the needs 
of its community. 

The Siegel opening caused a 
general stir among the retail 
stores of Boston. The “Hub” has 
long been looked upon as an ex- 
ception to other large cities in the 
retail sense, for in comparison with 
New York, Chicago, Philadelphia, 
etc., it has few department stores, 
and these have been somewhat 
conservative in their use of news- 
paper advertising. As the time 
for the Siegel’ opening approached 
there were evidences of activity on 
the part of older houses. Larger 
spaces were taken in Boston dailies 
and new methods of advertising 
adopted to meet the new competi- 
tor. During July and August gen- 
eral uneasiness could be detected 
in the ads of the Washington 
street retail marts. On the week 
before the Siegel opening some of 
these took full-page and double 
page spaces, advertising in what 
evidently stood to them for de- 
partmental publicity of the most 
sensational kind. There has been 
an impression all summer that the 
new business would have bargains 
and sensational cheapness as its 
keynote, and established firms took 
measures to fight some such sort 
of “yellow peril” as the Four- 
teenth Street Store in New York. 
This impression was encouraged 
by the Siegel interests until, on 
Sunday preceding the opening, 
nearly every Boston house that 
can be considered a competitor 
blazed out with claims as to area 
of its store, number of depart- 
ments, modesty of prices, ete. 
Then, when the opposition’s hand 
had been shown up completely, the 
new store announced its opening 
in an advertisement that, for con- 


and dignity, might have 


been written by. Ralph Waldo 
Emerson. When the public was 
admitted on Monday it found, not 
a business in which the keynote 
was to be cheapness, but an es- 
tablishment suited to the staid, 
prosperous character of Boston, 
showing the finer grades of goods 
in every department, with stock, 
equipment and policy much like 
that of Wanamaker’s stores. Dur- 
ing the opening week no prices 
were advertised, that period being 
given up to the work of getting 
acquainted with the Hub’s attitude 
toward the new store. There is 
no doubt, however, that the Siegel 
business will work great changes 
in Boston retailing methods, and 
it is predicted that the first of 
these will be seen in a greater use 
of newspaper space by the large 
stores in the retail district. 

“What we shall do in the way 
of advertising is not definitely 
known as yet,” said Ben. S. Jacobs, 
advertising manager of the new 
store. “Just now we are finding 
our public. But I can state that 
our advertising appropriation for 
the first year is probably larger 
than was ever made for any store’s 
opening twelvemonth, and it will 
be spent as circumstances dictate. 
It will unquestionably result in the 
printing of more department store 
publicity in Boston dailies.” 

The store is fireproof through- 
out, seven stories high, with base- 
ment and sub-basement, and has 
entrances from three streets. Be- 
sides a system of freight and pas- 
senger elevators, there is a double 
equipment of escalators from base- 
ment to the fifth story, one line 
running up and the other down. 
These can handle 5,000 people an 
hour, and on the opening day, de- 
spite some apprehension as to the 
way in which the public would 
take to them, they were freely 
used by the large crowds. The 
store is credited with having the 
finest department store restaurant 
in the country, and its roof is fitted 
up for use as a summer garden. 
Two spiral chutes carry packages 
from any floor direct to the ship- 
ping-rooms in the basement, and 
waste is handled by another chute, 
going down to a crematory to be 


{ 
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burned. . A refrigeration plant sup- 
plies chilled water to numerous 
fountains throughout the various 
departments, and there are dozens 
of other new devices. One of the 


- 


If 


sprinklers would flood the roof and 
walls with water. 

On the opening day thousands 
of visitors were supplied with 
souvenir postals announcing the 





Mr. HENRY SIEGEL. 


best is an exterior sprinkler sys- 
tem supplementing the interior 
fire sprinklers. In the event of fire 
jn adjoining buildings the exterior 


store’s readiness for business, and 
these were mailed all over New 
England by patrons. They will be 
sold regularly in the ladies’ writ- 
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ing room, together with souvenir 
postals of Boston. At a mammoth 
soda fountain twenty attendants 
preside, and the candy department 
is suppplied from the company’s 
own factory. There is a Vienesse 
delicatessen department, a fresh 
fruit department, a photograph 
gallery with an ante-room in 
which are exhibited fine portraits, 
a. bakery that bakes its own goods 
on the premises, a department sell- 
ing Italian, French and German 
delicacies, a restaurant with seat- 
ing capacity for one thousand per- 
sons and a corner for men where 
smoking is permitted, a laundry, 
a cold storage plant for furs, an 
emergency hospital where shoppers 
taken sick may be put to bed if 
necessary. Change and parcels are 
handled quickly. More than fif- 


teen miles of brass tubing are in. 


the pneumatic cash carrier system, 
while the spiral carriers take down 
eggs and imported glass as safely 
as hardware. Boston is said to be 
a difficult city to cover with a de- 
livery system on account of its ir- 
regular shape, but on the first day 
only sixteen packages had failed to 
reach their owners at the close of 
business, and these because of 
wrong addressing. The flowers 
used to decorate the store during 
the opening week cost $8,000, and 
hundreds of fine floral pieces were 
sent to Mr, Siegel and his man- 
agers by the newspapers of Boston, 
New York and Chicago, by busi- 
ness houses, manufacturers and 
friends. The first sale made after 
the doors swung open was a lead 
pencil, and the first money received 
at the cashier’s desk was a penny. 

The interests of Henry Siegel 
to-day are said to be more varied 
than those of any other department 
store magnate in this country, and 
he is one of the most aggressive 
promoters in that trade. A man 
of small stature, but slightly over 
five feet, he is a nervous, tireless 
organizer, working long hours and 
supervising details with remarkable 
minuteness. More than 10,000 
persons are now on his pay-roll. 
According to a recent sketch of 
Mr. Siegel’s life, he was born in 
Germany on March 17, 1852, came 
to the United States when fifteen 


years old, in 1867, and began life 
in a clothing store in New York 
Cify at $3.50 a week. Then he 
went to Chicago, founding the 
cloak manufacturing concern of 
Siegel Brothers, and in 1887 open- 
ed the first Siegel store in that 
city, in its day the largest and 
finest departmental house in this 
country. Nine years ago the 
Siegel-Cooper Co. was opened in 
New York. In 1902 he bought the 
Simpson-Crawford Company, New 
York, with a controlling interest 
in the Schlesinger & Mayer busi- 
ness in Chicago, and in 1903 the 
old Macy site at Fourteenth street 
and Sixth avenue, New York, on 
which he built the present Four- 
teenth Street Store, His interests are 
now centered on the latter, the 
Simpson-Crawford Company and 
the new Boston business. 

The site of the Boston store cost 
$3,000,000. Mr. Siegel is reputed 
to be many times a millionaire, 
and has a fine residence on East 
Eighty-second street, New York, 
with a country home in West- 
chester County. It is said that he 
surrounds himself with men of 
ability, never letting a question of 
salary stand in the way when a 
man is to be required. Two of 
his most important lieutenants 
in Boston are Edwin G. Kramer, 
second vice-president and general 
manager, who was formerly with 
the R. H. White Company of that 
city. The management of the 
Boston store is in the hands of Mr. 
Kramer; Frank B. Vogel, first 
vice-president; Charles H. Best- 
wick, superintendent; Joseph Wil- 
son, secretary; W. G. Broughton, 
credits and C. N. Williams, mer- 
chandise. Ben S. Jacobs, adver- 
tising manager of the new store, 
came to his present position from 
the K. Solomon Company, Pitts- 
burg, where he was advertising 
manager for six. years. He is a 
New Yorker by birth, and had a 
newspaper training in the metrop- 
olis. Before going to Pittsburg he 
served a year with a department 
store in Paterson, N. J. 





Tue ‘atest catalogue of the Pitts- 
burg Valve, Foundry and Construction 
Co., Pittsburg, is notable for its neat 
arrangement and delicate printing. 
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BOSTON ADVERTISING’ 
' AGENCIES, 


A revised list of the advertising 
agents and agencies of Boston 
made up recently by a newspaper 
in that city shows the following 
names: 

Clarence K. Arnold (Philadelphia)—Boston 
office, 17 Milk street, E. J. Goulston 
manager. 

J. W. Barber—24 Milk street. 

Arthur Thomas Bond—16 Central street.? 

Boston News Bureau—C, W. Barron, 7 Ex- 
change place. 

L. F. Deland—8 Beacon street. 

Irving P. 7. Building. 

John Donnelly & Sons—g7 Warrenton 
street. 

H. B. Humphrey Co.—227 Washington 
street, 

Edward D. Kollock—6 Beacon street. 

Walter C. Lewis Co.—Equitable Building. 

Lyman D. Morse (New York)—Boston 
office, 244 Washington street, A. Walter 

ewbold, manager. 

P. F. O’Keefe Advertising Agency—43 
Tremont street. 

a & Co.—Tremont Building. 

F. P. Shumway—373 Washington street. 

C. Brewer Smith Advertising Agency—8%4 
State street, 

A. E. Sproul—7 Water street. 

J. Walter Thompson (New York)—Boston 
office, 81 Milk street, Colin C. Cameron, 
manager, 

R. P. Tillman Co.—Globe Building. 

George W. Tyler—Exchange Building. 

George B. Van Cleve Co.—Globe Building. 

Walker Co.—1 53 Milk street. 

James T. Wetherald Advertising Agency— 
221 Columbus avenue, 

Vood, Putnam & Wood—161 Devonshire 
street, 

In the past three years, it is said, 
there have been ten failures 
among the Boston agencies. some 
of them being still remembered 
as the most far-reaching disasters 
of the kind in recent years. To- 
day, however, it is generally 
thought that Boston agencies are 
operating on safe lines, and that 
the situation is entirely healthy. 
Boston dailies allow no commis- 
sion on local advertising, a policy 
that tends to keep agents on a 
clean basis and eliminates to a 
large degree the cutter of rates. 

Perhaps the most energetic of 
all the Boston agencies is that of 
Wood, Putnam & Wood, which 
was established a year ago last 
April, following the Pettingill fail- 
ure. Mr. Putnam and the Wood 
brothers were all identified with 
Mr. Pettingill’s business, and have 
been advertising men anywhere 
from fifteen to twenty-four years 
respectively. Taking certain of the 
Pettingill accounts as a basis for 


the new business, they began at a 
time when the situation was not 
roseate. During the first year 
many new accounts were acquired, 
Business has been solicited on a 
real creative basis. To-day Wood, 
Putnam & Wood are firmly in- 
trenched in Boston, and with 150 
or more accounts are said to be 
the largest of the magazine agents 
in New England, placing more 
magazine publicity than all others 
combined. Among its accounts 
are: Gillette Safety Razor, Shaw- 
Knit Stockings, Bensdorp’s Cocoa, 
Royal Worcester Corsets, Moxie 
Nerve Food, Carter’s Inks, Mason 
& Hamlin Organs; Brown, Dur- 
rell & Co.; National Spring Bed 
Co.; Harper's, Smart Set, Mc- 
Clure’s, Ainslee’s, Boston Globe; 
White & Wyckoff; E. T. Bur- 
rowes; Killam & Co.; L. E. Pike 
& Co.; United States Realty & 
Security Company; Ben Levy & 
Co. (French perfumers), Kingston 
street, Boston; Daniel Frank & 
Co. (cigars) ; . S. Quinby 
(coffee); Sawyer’s Crystal Blue 
Company; Waitt & Bond (ci- 
gars); Jos. Breck & Sons (seeds) ; 
Midland Poultry Food Company; 
Dr. J. F. Barbrick; Asthma Rem- 
edy Company; Oliver Ditson Com- 
pany, Boston. 

The leading newspaper agency 
in Boston is the H. B. Humphrey 
Co., which has been prominent the 
past year as the agency placing the 
newspaper advertising of Thomas 
W. Lawson. The Humphrey 
agency is as large an operator in 
the newspaper field as Wood, 
Putnam & Wood in magazines— 
it would be difficult to determine 
which handles the most business 
annually. The leading Humphrey 
accounts are: Thomas W. Law- 
son; Lawrence Dye Works; 
Bluine Manufacturing Company; 
Plymouth Rock Squab Company; 
Massachusetts Breweries Com- 
pany; Naushon Manufacturing 
Company; Curtis & Sederquist; 
White Mountain hotels; Hiram 
Ricker & Sons, Poland, Me. ; many 
southern ‘hotels; the Boston & 
Maine Railroad; New York Cen- 
tral; F. C. Friend & Co. (mail 
order), Boston; Columbia Nov- 
elty Co. (mail order) ; Wood Pi- 
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ano Co., Boston; John P. Squires, 
packers, Boston; Downer, Hawes 
& Co., corsets, Bridgeport, Conn. ; 
Folger & Drummond, carriages, 
Amesbury, Mass.; the New Eng- 
land business of the Oppenheimer 
Institute and James Cutter Whis- 
key, Louisville, and a number of 
local banking institutions. 

Irving P. Dodge is credited with 
placing a very large amount of 
business for advertisers who pre- 
pare their own copy. His agency 
does not cover a great area of 
floor space nor employ an exten- 
sive staff of people, but like that 
of James L. Stack, in Chicago, its 
annual turnover is likely to sur- 
prise anybody who might judge of 
its importance by its offices. Mr. 
Dodge was formerly foreign ad- 
vertising manager of the Boston 
Traveler, and owns a controlling 
interest in the 7imes, of Waltham, 
Mass. Among the accounts 
handled by him are: Vose Pianos 
($100,000 yearly); C. F. King, fi- 
nancial ($200,000); Cornelius 
Keefe, liquors, Boston; R. A. 
Splaine & Co., distillers, Haver- 
hill, Mass.; Greater Boston Cigar; 
Schubert’s 7-cent Cigar; Wein- 
stein Medical Co. ($50,000; Dr. 
Solomon’s Indian Remedies ($50,- 
000); E. C. Holmes Hillside Nur- 
series; Mystic Valley Seed Co., 
Somerville, Mass.; Henry King 
Nuss, banker; Wyoming Oil Co.; 
Boston Ardmore Co., financial; 
Dr. Strong, Inter-Trust Security 
Co.; W. F. McClellan; Douglas 
Copper Co.; Columbia Vehicle 
Tire Co., McKeever Bros., finan- 
cial; Capt. Walter I. Rand; L. N. 
Cushman; Dr. David J. Ingram 
Co.; Legal Premium Co.; James 
Shay & Co., financial; Boston Eye 
Institute; Marvel Vibrator; Dart- 
mouth Medical Institute; New 
England Mfg. Co. 

James T. Wetherald, formerly 
advertising manager for the Lydia 
Pinkham Company, handles a large 
volume of medical advertising, 
among his accounts being Lydia 
Pinkham, Comfort Powder, Vinol, 
Paxtine, Winchester Arms Co., 
Flint Kote Roofing, Sloan’s Lini- 
ment, Rubifoam, etc. 

The A. E. Sproul agency is 
eredited with All America Shoes; 


Mme. Dille Corsets; ‘Shady Hill 
Nursery Co.; Parkhurst’s Rheu- 
matic Cure; H. C. Gibbs & Co., 
Boston, financial; Swampscott 
Gelatine. 

The J. W. Barber agency is one 
of the oldest in New England, 
dating from 1866. Among its ac- 
counts are Tower Waterproof 
Clothing Co.; the Lalance & 
Grosjean Mfg. Co., Brooklyn; D. 
Goff & Sons, Pawtucket, R. I.; 
Russia Cement (La Page Glue) ; 
New England Watch Company, 
Waterbury, Mass.; Parker Bros., 
‘Salem, Mass., and others. 

Among the accounts credited to 
Franklin P. Shumway are: Amer- 
ican Hide & Leather Company, 
New York; American Agricultural 
Chemical Company, New York; 
Lorrine Manufacturing Company, 
Pawtucket, R. I.; Cooper Manu- 
facturing Company, Bennington, 
Vt.; W. A. Wilde Company, Bos- 
ton, 

The Boston News Bureau, con- 
ducted by the publisher of the 
daily Boston News Bureau, the 
well-known financial daily, places 
a good deal of financial and brok- 
ers’ advertising. 

The P. F. O’Keefe agency re- 
cently established, handles Doug- 
las Shoes and Dr, Greene’s rem- 
edies. Mr. O’ Keefe was for many 
years with Pettingill & Co., and 
later with the Wetherald agency. 

The C. Brewer Smith agency is 
also a new one. Mr. Smith was 
formerly with the Boston Herald, 
and has begun with the X-Zalia 
advertising. 

The R. P. Tillman agency places 
chiefly newspaper business, handl- 
ing several beer and whiskey ac- 
counts, 

————~@¢»>—___. 

A HaANpDsoME fo'der from the Breed- 
ers’ Gazette, Chicago, dealing with that 
paper as a poultry medium, is illustrat. 


ed with exceptionally fine farm and 
poultry pictures. 
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ELECTRICAL PROMOTION 
THROUGH CO-OPERA- 
TIVE PUBLICITY. 


At the recent convention of the 
National Electric Light Associa- 
tion, held at Denver, Colorado, 
Mr. J. Robert Crouse, chairman 
of the Advertising Committee 
of Licensed Manufacturers of In- 
candescent Lamps, presented a 
paper urging all manufacturers 
of electrical apparatus and sup- 
plies to contribute to a fund to 
be used for the purpose of edu- 
cating the public to a fuller ap- 
preciaticn of the manifold uses of 
electricity. Mr. Crouse’s proposal 
is that each manufacturer shall 
contribute to the advertising fund 
one-fifth of one per cent of his 
yearly sales. Such a contribution 
would amount to only $200 a year, 
for a firm doing an annual business 
of $100,000, and yet the aggregate 
contributions, supposing that all 
interested in the electrical indus- 
try should accede to the proposal, 
would amount to the respectable 
total of $287,000. Such a fund, 
says Mr. Crouse, would be suffi- 
cient to conduct an extensive ad- 
vertising campaign by means of 
carefully selected magazines, peri- 
odicals, etc., in which the every- 
day uses of the electrical servant 
would be presented by facts, 
simple explanations and_ill!ustra- 
tions; and for the establishment 
of a monthly magazine for dis- 
tribution to Central Lighting 
Stations and others interested in 
the business-getting end. Such a 
magazine would properly treat of 
all facts and phases of a commer- 
cial character, and would be the 
means for an interchange of ideas 
and schemes which have proved 
of value in the extension of the 
sale of current in any particular 
Central Station. 

A plan similar to that proposed 
by Mr. Crouse, for manufacturers 
of apparatus and supplies in gen- 
eral, has already been approved 

the Association of Licensed 
Manufacturers of Incandescent 
Lamps. This association has ap- 
propriated the sum of $10,000 to 
carry out the plans proposed by 
their advertising committee, of 
which Mr. Crouse is chairman. 





The money appropriated will be 
used to advertise the advantages 
of incandescent lighting only. But 
there are many other branches of 
the electrical industry that might 
be profitably advertised, and it is 
believed that the best results will 
be obtained by securing the co- 
operation of all manufacturers of 
electrical apparatus and supplies. 

The development of the electri- 
cal industry has been wonderfully 
rapid, but it would seem that the 
time has come when advertising 
must be resorted to to produce 
new business. Heretofore the an- 
nual increase in the amount of 
business done has deen at the 
rate of twenty per cent, but the 
business done in 1904 shows a 
gain of only ten per cent over 
that of 1903. These figures apply 
to the electrical industry as a 
whole. Taking the single item of 
incandescent lamps the increase in 
business in 1904 was only five per 
cent in excess of that of 1903. 
Commenting upon this showing 
Mr. Crouse says: 

“The time has been reached when 
the various applications of the electrical 
current have en made in those ways 
and in such places to which it is par- 
ticularly adapted, following the tines of 
least resistance. _In_ consequence _ it 
would seem that its further extension 
must be in forced competition with its 
natural competitors at a greater expen- 
diture of time, money and energy both 
for the occupation of new fields and 
for the retention of ground already 
occupied. Speaking for the lighting side 
only it is undoubtedly true that the 
new styles of gas mantle burners—par- 
ticularly with the new development in 
combination with air-hole chimneys, 
etc.—have helped that system of light- 
ing to not only hod its own but to 
encroach somewhat upon existing elec- 
tric lighting business. The best esti- 
mate of the annual sales of mantles— 
100,000,000—is somewhat startling. 

“In the last analysis great volume 
and growth in any line of business de- 
pends upon the skill and energy with 
which the manufacturers in that line 
cultivate directly and indirectly the 
greatest number of possib’e consumers 
—in our case the individual user of the 
current. Electrical manufacturers, 
taken as a whole, would have to plead 
guilty to the indictment that they are 
employing at present no adequate 
means for reaching this great body of 
possib'e consumers. It is a striking 
fact -that the greatest part of the mil- 
lions of dollars spent annually in the 
selling departments of the manufactur- 
ers through sa'esmen, advertising and 
soliciting generally, is devoted almost 
solely to the exploitation of the rea- 
sons why the particular apparatus or 
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device is the best for the midd‘eman 
and little if any to the education of 
the great mass of possible consumers. 
The selling campaign is centered on 
and practically ends with the middle- 
man, its main aim being the transfer- 
ence of existing business from one man- 
wfacturer to another, very little atten- 
tion being paid to the creation of new 
business.’ 

Mr. Crouse admits that the ag- 
gressiveness of those engaged in 
exploiting the advantages of gas 
cannot be viewed with indiffer- 
ence by the advocates of elec- 
tricity. “Must we not concede,” 
he asks, “that they are generally 
more aggressive after the new 
business through solicitors, news- 
paper advertising and follow-up 
methods than ourselves? Have 
electrical middlemen or manufac- 
turers given evidence of an equal 
amount of ingenuity in the way of 
making the installation of the ser- 
vice both easy and attractive to 
the consumer? Do we properly 
realize the import of the great 
activity of the gas appliance and 
gas burner manufacturers closely 
co-operating with the gas com- 
panies, stimulating them with a 
thousand ingenious business-get- 
ting schemes, and furnishing them 
with all kinds of ctever advertis- 
ing for distribution to the con- 
sumer? Are any comments ne- 
cessary as to the competition of 
the gas arc and the incandescent 
gas burner, and the house-to- 
house soliciting methods employ- 
ed in some of the larger cities? 
Does not the inverted gas burner, 
especially in decorative types, in- 
dicate that the gas industry is en- 
deavoring to meet electrical ser- 
vice at every turn? Finally, is 
there not deep significance in the 
recent formation of a National 
Gas Men’s Association for the 
purpose of promoting the purely 
commercial side of the business?” 

Statistics show that for every 
user of electricity there are ten 
who use gas. Far from being 
discouraged by this showing, Mr. 
Crouse sees in it an indication 
that the field for the extension of 
the electrical industry is a broad 
one. He reasons that the gas men 
owe their lead not to a superior 
Product but to superior business- 
getting methods, and his conclu- 


sion is that in order to convert 
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gas users into users of the electric 
current it is only necessary to 
convince the consumer of the 
many advantages that electricity 
possesses over its older rival. In 
order to accomplish this Mr. 
Crouse suggests the establish- 
ment of a Bureau of Electrical 
Promotion, to be supported by 
contributions levied in the man- 
ner set forth in the beginning of 
this article. ‘The function of the 
Bureau of Electrical Promotion 
would be to conduct an advertis- 
ing campaign, national in_ its 
scope, to the end that the con- 
sumer might be made to realize 
the multitude of ways in which 
electricity could be used to advan- 
tage. 

“Every advertisement would be 
coupled with some phrase such as 


‘Electricity for your every-day 
needs,’ which would in time, 
through repetition, thoroughly 


impress itself on the public mind. 
It is probable that electricity is 
not clearly associated in the minds 
of the general public as having 
economical. and practical uses in 
many of their every-day affairs. 
Some such expression might 
easily come to have the force of a 
slogan or trademark as applying 
to the entire industry. The ad- 
vertising would cover the whole 
range of electrical appliances one 
by one. For one month motors 
for power might be treated, in 
which their advantages would be 
explained in simple fashion, with 
an illustration of some practical 
use which might be of wide appli- 
cation such as for the operation 
of the sewing machine. Again, 
in the spring, at house-cleaning 
time, in such a periodical as the 
Ladies’ Home Journal, the facts 
and advantages of electric light- 
ing could be presented with suit- 
able illustrations in a page ad- 
vertisement to their million or 
more subscribers, Such an ad- 
vertisement might properly sug- 
gest that particular period as 
being opportune for having resi- 
dences wired, referring readers 
for particulars to contractors and 
lighting companies. Such a cam- 
paign properly prosecuted would 
certainly result in the education 
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of the greatest possible clientage 
in the knowledge of the every-day 
economical and convenient uses 
of the electrical servant, as well 
as creating at the same time a 
growing desire to investigate and 
avail themselves of it. The logi- 
cal effect in turn would be, the 
stimulation of all the middlemen, 
central stations, jobbers, dealers, 
contractors, etc., along new busi- 
ness-getting lines, so that the ac- 
tivity of the manufacturer would 
be supplemented by the activity 
of the middlemen.” 

Mr. Crouse would be glad to 
receive the opinions of electrical 
and advertising men on the merits 
of the plan outlined. His ad- 
dress is: J. Robert Crouse, 498 
Belden St., Cleveland, Ohio. 

——_+9)——__—— 
THE BILLBOARD AS A 
NEIGHBORHOOD ME- 
DIUM. 


One of the few billboards on 
Broadway is located in the heart 


- of the wholesale clothing district 


on the east side of the street, 
towering up perhaps two stories 
from the sidewalk. Year in and 
year out this board is cevered 
with a poster which seems to be 
on view nowhere else in the me- 
tropolis—a colored affair which 
shows a new device in trousers. 
A young man of the clothing-pic- 
ture school has just donned a 
pair of these trousers and is 
showing his wife—at least, it is 
eto be hoped so—how easily they 
button, and how superior to the 
old-fashioned kind. At the bot- 
tom of the posters (six or eight 
of them are displayed) is the ad- 
dress of the manufacturers, a few 
blocks away. 

This is an illustration of the 
neighborhood use of billboards. 
That poster is seen on Broadway, 
and there alone, because every 
buyer for an important retail 
clothing house throughout the 
country passes this spot at least 
once a year, either afoot or in the 
street cars. For a clothing buyer 
to come to New York and not 
pass that sign is inconceivable. 
Whether the ad pays or not is, of 
course, another question. But if 
it doesn’t, then the trousers firm 
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must have squandered a lot of 
money on it the past few years. 
Obviously, this sign is a reminder 
to men who read the manufactur- 
er’s trousers ads in trade journals. 
And when you come to reflect 
upon it, no better reminder could 
be had in New York. For to use 
the daily papers year in and out 
to perform the same _ function 
would be both prohibitive in cost 
and dubious in effect. It is not 
certain that out-of-town buyers 
read the New York papers regu- 
larly when in the metropolis. But 
even so, results would never jus- 
tify the expense. 

Billboards can often be used to 
advantage in the same way by re- 
tailers in cities where the news- 
papers scatter too widely. The 
billboard, rightly employed, is an 
excellent neighborhood medium. 
Vincent, the clothier, a retail ad- 
vertiser now well known in New 
York dailies, kept a small shop 
over in Sixth avenue in a semi- 
residential district for years be- 
fore he grew into a Broadway 
store and became a newspaper ad- 
vertiser. When his business was 
small this merchant distributed 
samples of cloth with circulars 
through neighboring streets. These 
told his story, and then, to be 
certain that people wouldn’t for- 
get to act upon it, he used bill- 
boards in the same territory. Over 
a considerable period of years it 
paid. He does it yet. for his old 
store. 

The beauty of the billboard as 
a neighborhood medium is that a 
merchant needs but a small show- 
ing. The street-car lines lay 


down for every neighborhood 
natural routes of travel—that is, 
every neighborhood important 


enough to have a retail merchant 
who wants to advertise. One or 
two boards wisely placed where 
people come to the trolley lines 
will reach the whole neighbor- 
hood regularly. The small adver- 
tiser might be puzzled to know 
what to put on a billboard once he 
has it, but his local billposter will 
show him catalogues of stock 
posters, made up for every line 
and low in cost. Every retail 
stock from groceries to shoes, 
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hats, stoves and furniture, has 
articles made by manufacturers 
who send out posters, to be posted 
generally for themselves or used 
by large retailers. These the 
small retailer can have for the 
asking. Still other companies 
make a business of painting ad- 
vertising posters with any matter 
a patron may desire, producing 
but two or three copies at reason- 
able cost. Every billposter knows 
about these. 

Billboards as a_ neighborhood 
medium are quite a pulling force 
in themselves if properly used. 
But their best effect is secured 
when they are made supplemen- 
tary to other mediums. In cities 
where newspaper space is out of 
the question—and O! be sure that 
it is out of the question before 
you turn to substitute advertising 
—the house-to-house distribution, 
the weekly price-list or store pa- 
per, the mailed folder or periodi- 
cal booklet, can be employed to 
tell the main story. Then a 
neighborhood billboard or two em- 
phasizes the story and brings re- 
sults by reminding people, often 
when they are on their way to 
shop. 


ADVERTISING FOR  TROL- 
LEY TRAFFIC. 


By Jas. J. Sayer. 


The electric trolley line of the 
future will undoubtedly have its 
General Passenger Agent, with a 
substantial advertising appropria- 
tion. Isolated campaigns—not- 
ably one in Chicago some years 
ago—have demonstrated that ad- 
vertising of short outings for the 
day will add to a trolley line’s 
passenger receipts. At present 
the trolley lines east of the Miss- 
issippi River are going through a 
period of consolidation, forming 
combinations which will enable 
them to solicit passenger business 
for long hauls. As this consolida- 
tion progresses the need for 
trolley advertising becomes more 
and more apparent. 

An effort to interest the inter- 
urban electric railroads of Ohio, 
Indiana and Michigan in a cam- 
paign of general advertising for 
the increase and exchange of pas- 





senger traffic along lines followed 
by steam roads has been planned 
by E. C. Van Valkenburg, of 6356 
Union avenue, Chicago. The sub. 
ject is now before the Ohio Inter- 
urban association, and a commit- 
tee will make a report on the feas- 
ibility of the idea at its next 
meeting. The plan aims primar- 
ily at development of through 
business, limited trains and ex- 
change service with connecting 
lines, a field of activity, which, 
except in a few instances, is al- 
most entirely overlooked. With 
such a plan well under way the 
local traffic will automatically in- 
crease, Mr. Van Valkenburg 
maintains, and a permanent av- 
erage daily business will be se- 
cured. The campaign embraces 
educational advertising through a 
liberal use of the daily and weekly 
local press, circulars and dodgers, 
and the general use of  inter- 
changeable mileage books. 

There are 4,500 miles of electric 
interurban railroad in Ohio, Indi- 
ana and Michigan. Nearly 3,500 
miles of these roads are connect- 
ed with other roads at least at one 
end of the line. It is assumed that 
every one knows about the local 
line going through his part of the 
State, but few people know that it 
is possible to go by trolley from 
Kalamazoo, Mich., to Westfield, 
N. Y., a distance of 375 miles. 
Were it not for a gap of twelve 
miles, one could journey to Buf- 
falo, and half across the State of 
New York without leaving the 
trolley service. From Cincinnati 
to Port Huron, Mich., a distance 
of 400 miles, one may travel in 
the same way. Another similar 
trip is from Zanesville, O., to 
Logansport, Ind., with parlor and 
buffet car equipment part of the 
way. Any number of such 
through trips could be arranged 
if the companies interested could 
be induced to work together to a 
common end. Only for short dis- 
tances along these routes are the 
time tables of the connecting lines 
arranged so that a through ride, 
without unreasonable delay and 
lay over, is made possible from 
one part of the State to another. 

The possibilities for traffic are 
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unlimited, says Mr. Van Valken- 
burg. Electric lines, in almost all 
instances, are offering as good 
time schedules between local 
points as the steam roads, and tor 
distances of 150 or 200 miles the 
time is better. Fares are almost 
one-third lower. There is less 
dust and no smoke. Passengers 
are landed in the heart of the city 
or town through which they may 
be passing, instead of being put 
down at one side, a mile or more 
from the shopping district. With 
all these general advantages add- 
ed to the local features of special 
scenery, resorts, etc., it is his idea 
that a,campaign of publicity could 
be started for the individual roads 
that would result in a tremendous 
upbuilding of the average daily 
business of all the roads, the 
weakest part of the patronage of 
an interurban road. 

In almost every case of the 
establishment of a trolley line 
there are times, as Sundays and 
holidays, when the traffic that 
comes unsolicited is sufficient to 
swamp the facilities of the road. 
If more were secured it would be 
necessary to increase the equip- 
ment to meet it. What is needed 
is the stimulation of the growth 
of the average daily traffic. 

The Ohio Interurban Associa- 
tion is an organization which deals 
principally with problems that 
arise in the operating department. 
What has been done by it in pro- 
moting closer traffic relations be- 
tween the members of the asso- 
ciation has been done largely 
through necessity. Some good 
work has been done by a few of 
the trolley roads in these States 
in advertising their roads locally. 
The best work along this line has 
probably been done by E. H. 
Morrill, General Passenger Agent 
of the Dayton & Western Inter- 
urban road. He has patronized 
local papers liberally, distributed 
innumerable dodgers throughout 
his territory, and used sanded 
glass signs and other devices in 
every hotel and public place. He 
was the first man to establish a 
buffet service on his limited 
trains, 

The Jackson and Battle Creek 


Railway Company has had great 
success in advertising Sunday 
excursion business by means of 
dodgers and local newspapers. It 
is poor policy, however, says Mr. 
Van Valkenburg, to overload the 
electric lines with cheap excur- 
sions. Operating cars jammed 
with passengers is not only hard 
on the equipment, but it is harm- 
ful to the road, as it gives the 
patrons a bad impression of the 
service. 


———_ +o 
A GREAT SUCCESS. 

Magazine Publisher—We’ve got a 
great magazine this month, 

Magazine Editor—Yes, I think it’s 
pretty good myself. That story of 
Scribb'er’s is a corker. 

Magazine Publisher—Oh, I  haven’t 
read anything in your section. But 
just look at that! Two hundred and 
fourteen pages of advertising.—Somer- 
ville Journal. 


+ 
AS BRIDGET HEARD IT. 

A fashionable woman had a bit of 
statuary bearing the inscription ‘Kis- 
met.” A housemaid dusting the room 
asked the mistress: 

“Shure, ma’am, what’s the m’anin’ of 
the ’ritin’ on the bottom of this?” 

“Oh, you mean ‘Kismet.’ It means 
‘fate,’ ’? replied the mistress, 

Bridget was iaeing, sentuliy when 
out with her sweetheart not long 
afterward, and he asked: “What’s the 
matter, Bridget?” 

“Faith,” was the answer, “I have 
the most tirrib’e korns on me kismet.” 
—Ladies’ Hame Journal. 
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A Roll of Honor 


(THIRD YEAR.) 
Ne amount of money can bay a piace in this list fora paper not having the 


requisite qualification. 


d from publishers who, accord- 
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bed above. 
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covering a period of twelve months ‘rior to the « date of making the A by such state- 
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tory. Cir- 
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Weekly, monthly or quarterly 
dated, covering the additional period, 
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description of each publication possessing 


ALABAMA. 
Athena. Limestone Democrat. weekly. R. H. 
Walker, pub. Actualarer. first 5 mos. 1905,1,082. 


Birmingham. Ledger. dy. 





dy. Average for 1904, 


20.176. Best advertising medium in ma. 
ARIZONA. 

Phoenix. — Daily average for 1904, 

6,889. Chas. T. Logan Special Agency, N. Y. 
ARKANSAS. 

Fort Smith, Times, oes. Actual average 
Sor 1904, 8.876. A Sor October, 
‘November and December, 1904, 8,646. 

CALIFORNIA. 


F . Evening Democrat. Arerage April, 
5.195. Williains Lawrence, N. Y. at siete 
Mountain View, Sens ofthe Times. Actuai 

weekly average for 1904, 27,1 108. 

Oakland. Herald, daily. Averaye for 1904, 

7,588. Now 8.500. E. ‘atz, Spec. Agent, N. ¥. 

San F ranciaco, pa ~—Lif and §8’y. J. D. Spreck- 
els. Actual daily —— ending June, 

1905, 62,451; Sunday. 88 88, {5 

San Jose. Morning Mercury and Evening 

Herald Average 1904, 04, 10,578. 

oa Jone. Log and “and Country Journal, 
'0.. Average 1904, 9,126, 

May. vduns and yuly. 1905, 20,000. 
COLORADO. 

Denver. Clay’s Review, womans Perry A. Clay. 

Actual average for 1904, 10.9 

b . Post, datly. Re kt and Pub- 
orbs “aed won, 44.577" A 

for Aug. 1905, dy. 4 ‘242. Sy. 58,978. 

3 The absolute correctness of the ‘latest 
circulation rating accorded 
the Denver Post is guaran- 
teed by the publishers of the 
American Newspaper Direct- 
ory, who will pay one hun- 
dred dollars to the first per- 
son who successfully contro- 

verts its accuracy. 

oS we — ~~ 1904, 4,965. 

A’ fia, Sentinel, dy. Aver. ay 
snore 5.000 datly. E. Katz, Spec. Agt., N. ¥. 
rt. Post, daily. Arerage ae 1904 
10, Ts eee Katz, Special Agent, New 








Bridgeport. Telegram-Union. Dy. ar. “es 1904 
9,206. EH. Katz, Special Agt Agt., New York. 
Meriden Journal, evenin, eve! Actual ar 
Sor 1904, 7,649, Wel — 
Meriden. Morning Recor Record and Republican. 
a average for 1904, 04, 7.559. 
ew Haven, Evening Reg r, daily. Actual 
Pag 4 Ty, "Taal 10%, ™ 
New Maven. Paliadium, dy. Arer. wnt, 5-688 
First 6 mos. '05, over 8,000, ‘Katz, 8p gt..N.Y. 
New Haven. Union. Av. 1904,16,076. First 
six mos., 05, 16,187. Katz, Spec. Agt., N.Y. 
New London. Day, ¢ Ane, "0h, &os6 1st 
6 mos. 45, 6,090. a -» Spec. Agt., N. ¥. 
Norwalk, Evening Hour. a Daily arerage year 
endiig Dec. ” 1906, 8.217. Aprilcire., as certified 
by Ass’n Am. 4dv’rs.all returns deducted, 2,869. 
Nerwiceh. Bulletin, morning. Arerage for 1908, 
4.988; for 1904, 5. 850; B50; now, 6,488. A 
Vesey '° Republican, dy. Aver. jor f gt, 
5.770. laxwell Spec. Agents, N. 


DELAWARE. 
Wilmington. Every Evening. Average guar- 
anteed crveutation for 1904, 1 1904, 11-460. 


Wiinteaton, Morning Nev News. Onl: rd 
paper in State. Three mos. end. Dec., 1966, 10,07. 
DISTRICT OF oe 
Washington. Eventi 
day. Daily pany my ag | 35.503 (Oe oo. 
FLORIDA. 

Jacksonville. Metro} a 1904, 8,760. 
First eit mos. 05, 8.880. Rais Sp dg WY, 
asamp 

Atlan journal, dy. Av. 1904,48. os. 
1905, arses. Sy. 47. 502, ¢.502, Semi-sweekly & se: 
Atlanta. News. Actual “Actual daily average 1904, 
24.230. 8. C. Beckwith. Sp. Ag.,N. Y. & Chi. 
Atlanta, The Southern Ruralist. Sworn aver- 
age first six months 1905. 1905, &2.888 copies monthly. 
A ata, Chronicle. _ On Only morning paper. 
10h average: daily 8. 661: 66 1: Sunday 7,480. 


Nashville. Herald. Arerage for March, ying 
and May, 1,875. Richest Bichoot cotnty tm bon 
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8,290, wy, 1.278. Daily, ist 4 mos.’05, 8,802. 
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IDAHO. 
atae, Brontng: Copttal Bows News. Daily 


rey Ws, 4,580 
an ° a Ty, 1905, 530. 
Actual ci Focdubion Meech 1.700. 4,616 a 


ILLINOIS. 
Cairo. Bulletin. Daily and Sunday average 
1904, 1,945, April, 1905, 2,220, 
Oatro, a Daily Average 1904, 1,196, 
weekly, 1,127 - r 
Chiniecien, News. First 3 mos. 1905, no issue 
of daily less than 2,800; weekly, 8,800. 
Chienge. Bakers’ Helper, monthly “s. 
Bakers’ Hetper Co Arerage for 1904, 4.100 (OO 
Chicago. Farmers’ Voice and National po 
Actual-average, 1904, 25,052, 
Ohieago. Gregg Writer. monthly. Shorthand 
and Typewriting. Actual areruye 1904, 18,7590. 
Chicago. Inland Vrinter. Actual average cir- 
culation Sor 1904, 18,812 (© ©). 
Ohieago, Record-Heraid. Arerage 1904, daily 
145.761. "Sunday 199. 400. Average first four 
mos. 1905, daily 148,928, Sunday 208,501. 
2 The absolute correctness of the latest 
circulation rating accorded 
the Chicago Record-Herald 
is guaranteed by the pub- 
lishers of Rowell’s American 
Newspaper Directory, who 
will pay one hundred dollars 

to the first person who successfully con- 

troverts its accuracy. 

h System, monthly. The System > 9 

one gee ffice 1 Madison Ave., x. 

Sor year end., Feb. 1905, 88,750, Issue for Sept. 

1905, 60, 200. 


Kewanee. Star-Courier. Av. for 1904, daily 


Peoria. Evening Journal, daily - Sunday. 
Sworn daily average for 1904, 18,525. 

Peoria. Star, evenings ana ame mornin ng. | 
Actual average for 1904, d‘y 21.528, S’y 9.95 


INDIANA. 
Erenqvitie. Commies daily and 8. Courier Co., 
Act, av. '03,12.613. Sworn average’vs. 12.- 

Bai. ‘Smithé Thompec perm: Sp. Rep.,N.Y.& Chicago, 

Evanaville. Journal-News. Ar. ier 1904, 14.0 
030. Sundays over 15.000. E. Katz, 8. ANY. 

Munele, on Average Average net sales 1904 (all re- 
turns and u..sold copies deducted), 28,781. 

Notre Dame. The Ave Maria, Catholic weekly. 
Actual net average for 1904, 28,315 


s Spe~ae* Sun-Telegram. Sworn av, 1904, dy. 


South Bend. Tribune. Sworn daily average, 
1904, 6.589. Sworn aver. for June, ’v5,7,851. 


INDIAN en 
Ardmore. Ardmoreite, daily and See 
Average for 1904, dy.. “2.063: ty. 8.291 
IOWA. 
Davenport. Democrat and Leader. Largest 
guar. city circu'n. Sworn ave aver, Aug., 1905, 7,785. 


Davenport. Times. 8. Daily aver. July, 10.656. 
Circulation in City or total guaranteed greater 
than uny other paper or no pay for space. 

Dea Moines. Capital, daily. Lafayette Young, 


| aan Actual average sold 1904, 86,888. 
t ct ‘ion orer 89.000, 


competitor in seven. 


Des Moines. Wallace's Farmer, wy. Est. 1879. 
Actual average for 1904, 86.511. 


as Gate > — ty av. 1904, 8,145; 
months, 1905, 


"acesdiin Sarat ee Gv. 1904, a 
tri-weekly 


Sioux on pgouranl, daily. Averuge for 1904 
v. for July, 1%5, 24.851. 

Privts most news ea miost Soret and local ad- 
vertising. Read in 80 per cent of the homes in city. 


Sioux Olty. Tribune. Evening. Net sworn 
daily, average 1904, 20,678: Aug.. 1905, 24.401. 
The paper of ag! ped circulation and advertis- 
ing ronage. Ninety uae percent cent Re City’s 


reading public reads Only lowa 
paper that haa the aoe own Star. 
KANSAS. 


Wutchinaon, News. Daily 1904, 2.964. 
Jive mos. ’05, 8,396. E. Katz, 8p. Agent, NE af 


KENTUCKY. 
Harrodsburg, Democrat. Best wy.; best sec. 
Ky.; best results toadv. Proven av. cir. 8,582. 
Ph ay og Leader. Av. ’04, evg. 4.041, Sun. 
597, Aug., 06, evg.,4.549. E. Katz, Spec. Agt. 
Seeiinn Times. Daily average year ending 
June 30, 1905, 86, O25 (hk). Be Beckwith Agency, Rep. 
Padueah. Journal of Labor, official organ 
International Union Shipwrights, Joiners and 
Caulkers of America and Central Labor Unions, 
Paducah, Ky., and Cairo, Ili. 


‘ Pgdeesh, The Sun, Average for April, 1906, 
LOUISIANA. 


New Orleans. Item. official journal of the 
vity. 40. cir. jirst eight months 1905, 22,095. 


MAINE. 


Auguata. Comfort,mo. W. H. Gannett, pub. 
Actual average sor 1904, 1,269,641. 


Augusta, Kennebec Journal, dy. and wy. 
Average daily, 1904, 6.844, weekly, 2 486. 


Bangor. Commercial. Average sor 1904, daily 
8,991, weekly 28.837. 


Dover. Fiestas Observer. Actual weekly 
average 1904, 1,918. 

Lewiaton. heeean Journal, daily. Aver. for 
1904, 7,524 (© Q), weekly 17.450 (OO). 


Phillipa. Maine Woods and Woodsman sweekly. 
J. W. Brackett Co. Arerage for 1904, 3,180. 


Portland, Evening Fxpress, eget 1904, 
daily 12,166. Sunday Telegram, 8, 


MARYLAND. 
Baltimore. News, daily. Even- 
ing News ere. Company. 
Average 1904 . « Lor 
GUAR August, 1905, 58.48 82, 
absolute correctness of the 
TEED litest circulation rating accorded 
the NEws is guaranteed by the 
Fo vena of Rowell'’s American 
Newspaper Directory. who will pay one hundred 
dollars to Te the tirst "aa who successfully con- 
troverts its accu 
MASSACHUSETTS. 
Boston. Evening Transcript (O©). Boston’s 
tea table paper. Largest amount 0: week day adv. 
Boston. Globe. Aver. er to July. 1908, daily, 19%. 
O75. Sunday, 804.38. le Gao. reulation 
Daily of any to cent ill tn the United States. 
400,000 more circulation than any other Sunday 
per in New England.” Advertisements go in 
morning and afternoon editions for one price. 
&@ The absolute correctness of the latest 
circulation rating accorded 
the Boston Globe is guaran- 
teed by the publishers of 
the American Newspaper 
Directory, who will pay one- 
hundred dollars to the first 
person who successfully controverts its 
oe 








Boston, Post passes fon ‘or 1903, daily. 17%, 
BO: ry 1904, 211.221 ston Sunday 
average for 1903, 160,421: for 1904, 17¢.664. 
Largest daily circulation for 1904 in all New 
Baclend. whether morning or evening, or morn- 
ing and evening editions combi: Second 
}~ a Sunday circulation in New "England. 
Daily rate. 20 cents per agate ay lat. ‘tno 





8,089, daily, Ma: 1905, 5,452, 





paper ; Sunday rate. 18 cents per lr me. 
ve ertising prop tn New En 
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Beaton. Traveler. Est. 1824. Actua! daily av. 
1902, 78.852. In 1903.%6.666. For 1904, aver- 
age daily siresetien. 0.088 ¢ es. 

Reps.: Smith & Thompeon. . and Chicago. 

Fall River. News. Larges! we Daily ar. ’04, 
6,958(%). Robt. Tomes, Rep., 116 Nassau St.. N.Y. 

Spri bold. Good Housekee mo. <Aver- 

Ji mos, 195, 208.420. No tssue iess 
than 2 200,000. Au advertisements guaranteed. 


Weoreenter. Evening Post, o-~- 
Post Co. Average for 1904. 12,61 

Worcester, [/Opinion Publique, anys ). 
Paid average for 1904. 4,782. 7 ee 


MICHIGAN. 
Grand Rapida, Heraid. 
wiz months of 1904, 28.661 én. Only morning 
and only Sunda = its field, Grand Rapids 
(pop. 100,000) ‘eastern eatern Michigan pop. 750,000), 
J ackeon. Press and Patrio Patriot. Actual daily av- 
yd 1904,6,605. Av. Aug., 1905, 7,258. 
Kalamazoo. Evening Telegraph. First 6 mos. 
1905, = 10.128. June, 10.174, 8.-w. 9,688, 
Kalamazoo. Gazette, d’y. Yr. end’g May, 05, 
10,808; May,11,087. Largest circ'n by 4.500. 
Saginaw. Courier-Herald, daily, Sunday. 
Auerage wai; 10,288: July, 1906, 18,015. 
Saginaw, Evening rs Pa Average for 
904, 14,816. August. 1905, 17,486. ° 


Sault Ste. Marie. Evenin in. News. daily. Av- 
erage, 1904,4.212. Only daily in the two Soos. 


MINNESOTA. 
ef prascnatio. farmers’ Tribune. twice a-week. 
W.J.Murphy,pub. Aver. for 1904, 56.814. 
sy i. Stock and Home, semi- 


mthly. average 1904,79.750. Actuai 
~/F 1905, ne. 295 


Worcester 


absolute accu’ racy of Farm 
Stock & Home’s “carewlation rating 
is guaranteed by the 


Americas 
Ne ——_y. Circulation is 
practinity es to Gree 
0) 

Wisconsin and Northern Iowa. Use 
it to reach section most profitably. 

Bang oy’: Journal. daily. Journal Print 


903. ST.089: 194. 64.883 
, RE, 1906, 6r.208: Aug. 1905, 67.264, 


lute accuracy of «4 
PE circulation rati 
guaranteed by the American mee 
paper ae toe P rs reaches a 
greater number o, purchasing 
quence os and goes pag a ae | 
a any pa in its ji 
brings resul red 9 


Signenpolic Fuibone. W. J. Murphy, pub 
867. Oldest 17 daily. 1904. 
} arerage, 87.92 last quarter = 
1904 was 2,222; 
was 96.087; Sui 74,44 
OIRCULAT’N The Zrening Tribune is guar- 


anteed to have a larger circula- 
atten than any other rf 
rs evening e 

a on rrier-delivery oF 

the "daily Tribune in Minneap- 

olis is many thousands greater 

than that of any other news- 

The city circulation 


by Am. Png em. alone eroende 00 daily. ine 


ribune ia the ree 
eed a 4 Ad paper bas The 








Minneapolia. —<— Amerikanska Posten. 
Swan J. Turnbiad. pab. 1904,52,068. 

1, Dispatch, dy. Aver. 1904, 58.086. 
pty By Be SUl ST PAUL'S LEAD. 
ING NEWSPAPER. W’y aver. 1904, 78,951. 

St. Paul. The Farmer. s-mo. Rate, 35c. per 

aan, with discounts. Circulation for year endirg 
. 1904, 88.487. 

Bt. Paul, Volkszeitung. Actual arerage 1904, 

dy. 12.685, wy. 28.687. Sonntagsblatt 28,640, 


mpeg 
rg. Progress, ev'g. Av. d’y circ.,y’r 
Bmw we th Pop. 14,000. and growing. 





MISSOURI. 
Clinton. Kepublican. W’yar. last 6 mos. 1906, 
8.840. D’y. est. Apr.,’04; ar. last 6 mos.’04, 800, 


Kaneas City, Journal, d'y ard w’y. Average 
for 1904, daily 64,114, week! at 199.890. 

Joplin, Globe daily. At Average 1904, 12.046, 
Aug.,'05,18.%51. E. Katz, Special Agent, N. ¥. 

&t. Joseph, News and Press. Circ. /st 6 mos. 
1905, 85.528. Smithe th & Thompson, Eust. Rep. 


St. Louis. National Drugg Druggist. mo. Henry R. 
Strong, Editor and Publisher. ‘auerene Sor 1904, 
8,080 (©@). E astern office office. 59 Maiden Lane. 


&t. Louis. National Farmer and Stock Grower. 
monthiy. Average for 1902, 68.588: average for 
1903, 106,625: average for 1904, 104,750. 

ene 


ae Inter-Mountai: average daily 
reulation 1904.18, 678. Beckutth Sp. Agency. 


NEBRASKA. 
Lineoln, Daily Star, evening 
and Sunday morning. Actual 
ata w daily average for 1904,15.2389. 
TEED For March, 1905, 16.862. Only 
Nebraska paper that has the 
Guarantee Star. 
Lincoln. Deutsch-Amerikan Farmer. weekly 
Average year ending g Janiary, 1905, 146,367. 
Lineoin. Freie Press, week weekly. joa pomainange 
Sor year ending January, 1905, 149 
Lincoln. Journal and News. perrng average 
1904, 26.888; February, 1905, average, 28,055. 
Omaha. Commercial. We reach Western busi- 
ness men. Do you wantto! Circu’n 1904, 2,083, 


NEW HAMPSHIRE. 


Nashaa, Telegraph, dy.and wy. Daily aver. : 


6 mos, ending Apr. soth, 05, $,286. Aug,, 4,150. 


NEW JERSEY. 
Camden. Daily Courier. Est. 1876. Net aver. 
circulation for 6 mos. end. June 30, 1905, 8,859, 
Elisabeth, Journal. Av. 1904. &622; first 
6 mos. 1905, 6,818; % mos. to Aug. 1, 6,604, 
Jeraey City. Evening Journal. Arerage for 
1904, 21.106. First 6 mos. 1905, 22,555. 


Newark. Evening News. Evening News Pub. 
Co, Av.for April, 1905,61,544. 


NEW YORK. 


Albany. Evening Journal. Daily average for 
1904, 18,288. it'sthe he leading pa ‘paper. “ 


Albany. Times- Union. ever every evening. Est. 1856. 

Ar. for £80,487; Jan. Feb..& Mar.,06, 88,594. 

on aaa. Evening He: Herald, daily. Herald 

Co. Aver. for year end. June, 1905, 12,289 (%) 

Buffalo. Courier, morn. Av. 1904, Sunday 79.. 
882; daily 50.940; Enquirer, even., 82.702. 

Buffalo. Evening News. Datly areraye 1904, 
88.457; ‘st six months, nths, 1906, 95,281. 

Catakill. Recorder, week! weer: Hai Hall, edi- 
tor. Av. yr. endg. Muy. ’05, 8,718; May, 8.782. 

Corning. Leader. evening. £ rerage, 1904, 
6.288. First quarter 1905.6 .428, 

Cortinnd. Democrat, Fridays. ot. 0000. Aver. 
1904, 2,296. Only Dem. paper in cvunty. 

Glena Falla, Morning Star. Average circula- 
tion, 1904, daily 2,292. 

Mount Vernon. Daily Argus. Average 1904, 
2,918. Westchester rr County's leading paper. 

Newburgh. News. daily. . daily. Av. for 1904, 4.722, 
3,000 more thau all other Newb’ ther Newb'gh paperscomoined, 


New York City. 
American Illustrated Magazine, Sermexty an 
lie’s Monthly M Ar. lati 
243.946. Present aver. circulation 800. 169." 
army & Navy Journai rnai Est. 1863. Actual weekly 
arerage for 52 issues. 1904. 9.871 {o?- Only 
Miltary paper awarded “Gold Mar’ 
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The Sunday Edition 


OF THE 


Minneapolis Journal 


Commencing with October rst the 
Minneapolis Journat will publish a 


SUNDAY MORNING EDITION 


The Sunday Journat will go to every 
subscriber of the Daily Journat and will 
have, from the very outset, a circulation 
of at least 


68,000 





The same high standard of excell- 
ence which has characterized the Minne- 
apolis Journat as a daily newspaper will 
be maintained in the Sunday issue. 





Special Representatives: 


DAN A. CARROLL, W. Y. PERRY, 
Tribune Building, Tribune Building, 
NEW YORK. CHICAGO. 
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Baker's Review. monthly. W.R. Gregory Co. 
publishers. Actual average for 1904, 4,900. 

Benziger’s magazine, family monthly. Ben- 
siger Brothers, Average. Sor 1904, 87,025, pres- 
ent creulation. 50, 000, 

Clipper, weekly a 
Pup. Co., Lid. Aver. for 1904, 35.668108." 

El Comercio, mo. Spanish export. J. Shep- 
ard Clark Co. Average for 1904, 7,292. 

Gaelic American, weekly. Actual arerage for 
1904, 8.179; for 23 weeks in 1905, 28,180. 

Haberdasher. mo., est. 1881. an average 
1904,7.000. Bin ders’ vit and Post 
receipts distributed monthly to FA 4 

Hardware Dealers’ Magazit Magazine, morthly. 

In 1994, average 1ssue, 15.500 (© ©). 

D. T. MALLETT, Pub.. 253 Broadway. 

Leslie’s Week! ay. “Actual aver. year end, Aug. 
1904, 69,077. . av. over 85.000 weekly. 

Music Trade Review. music trade ana art week- 
ly. Average Jor 1904. 5.509. 5.509, 

Pocket List of Railroad Officials. qly. Railr’d 
& Transp. Av. 1905, 17.992; 1904, 19,547, 


Printers’ Ink, a journal 
for advertisers, published 
every Wednesday. Es- 
tablished 1888. Actual 
weekly average for 1903, 
11,001. Actual weekly 
average for 1904, 14,- 
918. Actual weekly av- 
erage for eleven months 
ending June 28, 15,< 


769 copies. _ 


The People’s Home Jourral. Journal, 525.166 monthly. 
Good Literature, 452.8838 monthly, arerage cir- 
culations for 190s—all to paid-in-advance sub- 
seribers. F. M. Lupton. iisher. 

The “ali Street Journal. Dow. Jones & Co., 
pubs. Daily average first 6 months, 1905, 12,916. 

The World. Actual arer. for 1904, Morn.. 302,- 
885. Erveuing, $79.7 TBS. Sunday, "438. 484. 


Rochester. Case and Comment. mo. Law. Av. 
Or 1904, $V.000 ; 6 Vears’ average. 50.1035. 

Sehenectady, Gazette. dail ly. A. N. Liecty. 
Actual average for 1903, oe 1904, 12.574. 

Syracu«e. Evening id. daily. Herald Co. 
pub. Aver. :94, qty & B35. re4e. Sunday 89.161. 

Ttlea. National Electrical Contractor, mo. 
Average for 1904, 2.625. 

Utiea. Press. daily. tto A. Meyer, publisher. 
Average for 1904, 14,879. 

NORTH CAROLINA. 
Charlotte. ay = North Carolina's fore- 
newspa; ctual daily —. * 6,148, 

Sunday. S408, semt-weeklu, 4.49 

Raleigh. Biblical Recorder. weeny. Average 
1903,8.872, Average 194s, 9.75 


NORTH DAKOTA. 
Grand Forks, Herald. Circ. July.’065, a ~~ She 


Examination » ag A. A., June, 05. Daily 
in North Dakota. LaCoste & Maxwell.N. Y. Rep. 


OHIO. 
Akron. Beacon Journal Aver. 6 mos. ending 
July, 1905,11,198, WN. Y.. 256 Broadway. 














Ashtabuia, Amerikan Sano: Finnish. 
Actual average for 1904, 190h, 10,936, 

Cleveland, Plain ‘Dealer. Dealer. Est. 1841. Actual 
daily average 1904, 79.460: Sunday 68.198. 


‘suguet, 1905, 5.889 daily; Sunday, 79.142. 


a Herald, evening. Cire., 1904, 18.280. 
Largest in enti paid at f at full rates. 


¥ Saar Re 
Lavoste ss Mate. N'Y © 


Zanesville. Times-Recorder. Sworn av. /st 6 
mos, 1905,.10,427. Guar’d double nearest com- 
petitor and , iu excess combined competitors, 


HOMA. 

Oxiahomat City. The Oklahoman. 1904 aver. 

8,104. Aug.,’Us,11,194. E. Katz, Agent, N.Y. 
OREGON. 

Portland, Evening Telegram, dy. (ex. Sun.) 
Average circulation during 1904, 21,271. 

Portiand. Oregon Daily Journal. Actual aver- 
age for Aug 1905, 28,116. 





. D’y av,’04,.12,020, 
Chicago. 


PENNSYLVANIA. 
gy cee Democrat. Chas. R. 
Kurtz, Publish Proven circulation during 


1905 was over 4.860; nowie, and for the next year 
will be, over 4.500 per issue. urgest paper in 
Centre na Circulation confined generally 
to the count y- 

Ohester. Times, ev’g dy. Average904, 7.929. 
N. Y. office, 220 B’way. F. RK. Northrup, "Mer. 

Erte, Times, aa, i Sor 190k, 14,86t. 
Aug., 1905, 15,140, ‘atz. Sp. Ag., N. Y. 

Bp ys Picea W. sworn ar.,6 mos. 

end’g June, 12,060; 3 Aug. 18, 18, 248. Best in Hb’ g- 


The Philadelphia 
BULLETIN’S 


Circulation. 


The following statement shows the actual cir- 
BULLETIN for eacu day in the 


culation of 
month of August, 1905: 
630 








Total ‘tor 7 days, 5,509,754 copies, 
NET AVEKAGE FOR AUGUST, 


204,065 copies a day 


THE BULLETIN’s circulation ficures are net; all 
damaged, eee, free and returned copies have 


been omii 
Wituiam L. McLean, Publisher. 
reads the 


“In Philadelphia nearly everybody 
Bulletin.” 
Philadelphia, Sept. 4, 1905. 





Philadeiphia. Faro Journal, monthiy. Wil- 
mer Atkinson Company, publishers. mie 
for 1904, 593.380. Printers’ Ink awa 
seventh Sugar ner Farm Journal with thts 
* Awarded June =. 1902, 

: Printers’ Ink, Little 
oy A in ine Art of 
ed “Advertising, to the Farm 
* Journal yp me | 
— f nalf thot ong alt 
oO a ver. ‘avong all 
hose published iu the hot paper 
“ pronounced the one that beet serven eae 
18 a" avd ‘or the agricultu- 
a “ ral epeiate on, and as an po hd economi- 
for ay with them 
“ lll its advertiet ing columns.’ 
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fladelphia, Confectioners’ Journal, mo. 
au 5.004; av . 18t 6 mos. Heyy ee web (©). 
hiladelphia. German rman Daily Aver- 
at we Vet 6 mos..1905, dail Gauee: ‘Sunday 
40,155. Sworn statement. Cir. books vpen. 
Philadelphia. The Fress isa Gola Mark (© ©) 


Newspaper, a Koli of Honor powsvener, & and a 
Gu Feed Star Ne’ three most de- 


juaran' 
sirable ch ristics for per. . e- 
culation, daily average 190k. 1 ig,242. 


The Evening 
Telegraph 


READ EVERYWHERE IN 
PHILADELPHIA, 


AUGUST CIRCULATION 


The following statement shows the actual cir- 
culation of THE EVENING —_ for each 
day in themonth of August, 

160 

















1 

2. 18... 
S. 19... 
4.. 20... 
5.. 21... 
6.. 22... 
q.. 23... 
8.. 24 

9 %. 
10. 26. 
i 27. 
R 28 
13 29. 
14.. 30 
b.. 31... 
W rcccrcccccere 


' Total for 27 days, 4.323.126 copies. 
NET AVERAGE FOR AUGUST, 


160,116 copies per day 


BARCLAY 8. wera. President. 
ELPHIA, Sept. 


ofa a2. Lator World, wy. Av. 1904, 22,- 
Reaches best paid class vf workmen inU.S 
Re 2 Csester. Local News, 
daily. W, H. Hodgson, Arerayefor 
110k, 15.180 (#). In ‘its sth year. 
Ini t. Has Chester County 
and vicinity for its field. Devoted 
4 Bg news, hence 18 a@ home 
Chester County is second 
Py the ‘Statein agricultural wealth. 
Williameport. Grit. America’s Greatest 
by -nt Av. first 3 mos. 1905 285.756. Smith 
@ Thompson, keps., New York and Chicago 
tock Dispatch, daily. A Sor 1904, 
8,974. Enters two-thiras of York howies. 
RHODE {SLAND. 
Pawtueket. Evening Times. ane Sor 
ye ending = 30th, sage poe 8. 
Previ Journal, 90 (QO). 
Sundagne 1n6 Oo. Heontnn Bulletin & BT. 386 
average 1904. Providence Journal Co., pubs. 
Weaterly, un. Geo. H. Utter, pub. aa 
1904, 4.486. Ouly daily in So. Rhode Isl 


SOUTH CAROLINA. 
Oharieston, Kvening Post. Actual dy. aver 
for jirst 3 months 1905 4,110. Apr. 4,458. 
Columbia, State, Actual average for 1904, 
oes. 164 copies, (90) = semi-weekly 
251. Sunday 9.417 (OO). Act. aver. for first 
Tasman of 1905. daily 9-031; Sunday ‘10.594. 
&@™ The absolute correctness of the latest 
circulation rating accorded 
the Columbia State is guar- 
anteed by the publishers of 
the American Newspaper Di- 
rectory, who will pay one 
hundred dollars to the first 
person who successfully controverts its 
accuracy. 





TENNESSEE. 


Chatt s Weekly Press. Aver- 
age April poo y Sy 33,082, 
Kuegville Journal and Trib- 
une. Daily average yeur ending 
Jan. 31, 1906, 15,060 GR). Weekly 
GUA i "iaenar of 14,413 
AN_, 
the South, and ouly 
TEED Tennessee awa the A 
r. The leader in news, My 
tion, influence pa advertising patronag 


Knoxville. Sentinel. Av.’04,11.482. italian 
est cumpetitor 41,000 in in advert’ng. ’04, 6 days vs. 7. 


Memphia. Commercial Appeal, daily. Sunday, 
weekly. Average ist 6 mos, 1905, eos y 88.751. 
fundew, 55.247. weeilu, $4,498 Smith & 
Thompson, Representatires N. Y. & Chicago. 


Nashville. Banner, fear. Aver. for year 1903 
48.772: for 1904, 20,708. Average March, 
April, May, 81,887. 


TEXAS. 


Denton. Record and Chronicle. Doty av- 
1904,%16. Weekly av., 2,775. The daly and 
weeicly reach nearly 80 per cent of the tax paying 
families of Denton coun ty. 

El Paeo.Herald. 4v.04.4,211;May.’05, Bes 5. 
Merchants’canrass showed Herald 1» 30%, of El Paso 
homes. Only El Paso paper el:aible to Roll of 
Honor, J.P. Smart. 150 Nassau St., N. Y. 


San m Angele, Standard, ndard, weekly Average for 
1904, 2.90 
VERMONT. 


Barre. Times, daily. F. f. Langley. Aver. 1904 
8.161; for six mouths, 1905; 8,268. 

Burlington, Daily News, evening. Actual 
daily tog 1904, 6.018 ; last 6 mos., 6,625; 
last 4 mos., 7,024; last month, 7,847. 











Seti Free Press. Press. Daily av. '03, 5.566, 
04,6.682. Largest city and State circulition. 
Examined by Assoc’n of American Advertisers. 


Ratland. Herald. Arerage 1904, 8,527. <Av- 
erage 3 months ending June 1, 1905,4,181. 


VIRGINIA. 
folk. Dispatch, 1904, 9.400; 1905, June 
ede July, 11,944. August, 18,071. 


Richmond, News Leader, afternoons. Actual 
daily aos 1904, 2%, oe (see on News- 
paper Director; o equal in pulling 
power between Vocnineten ot and Atlanta. 

Ri . h m oud, Times-Dispatch 
wo “dail end- 
Actual daily average year 
oC ae ing December. 1904, 20.172. High 
price circulation with no waste 
re bo —- In ninety per cent 
of Richmond homes. The State 
paper. 


WASHINGTON. 
Sere: Recorder. Daily av. 1904, 2.2893 
weekly, 1,465, Only paper with tele. r reports. 
Taeoma, Ledger. - Dy. av. av. 1904, 14.8643 Sy., 
18,475: toy. 9524. Aver, 6 mos., meee June 
30, 1906, Daily, 15,189. Sunday, 19,771 


Tacoma, News. Daily arerage 5 months end- 
ing May 31,116,827. Suturday issue, 17.495. 


WEST VIRGINIA. 


Parkersburg, Sentinel, daily. R. E. Hornor, 

pub. Average for 194, 2.320. 

Wheeling. News. Daily paid cire., 11.517 (sf). 
Sunda Neg MLB Al a For 42 months up 
to A mtees a paid circulation 
equal to any other two O Wheeling papers combined. 


WISCONSIN. 
Milwaukee. Evening Wisconsin, d’y, Av.1904, 
26.201; Aug. 1905, 26.778 (@@). 
Milwaukee, Journal, daily. Journal Co., pub. 
Yr. end. Aug., 1905, 88,865, Aug., 1905,42, 402. 
Oxnhkoah, Northwestern. dail Average 
1904, 7.281. First eight ht months 7906, 1608.” 
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Wisconsin Agricultaries. Rogne,_ Wis. NOVA SCOTIA, CAN. 
whose ci 


only 
Wissenein pa paper Malifax, Herald dand Evening Mail. 
tion +8 erm oy the Amer- | Circulation, 1904, rT Flat rate. . ( 


ectory. Act 
ari erage for 1005.8 B5,in1; Sor 1904, ONTARIO, CAN. 
87. 40.198, '%. eA y tte Fee 3! Terence. Canadian implemens and Vehicle 
sompie Trade, monthly. Arerage rerage Jor 1904, 6,0 00. 


Toronto, The News. Swon Sworn average daiiy cir- 














woe. = ee Sor guns, ry 89, yg on yee 
rate C. , run o , t cr 
PR a ne Tribup - 3 Oye ily average net oul ution fal, cuentag’ paper published in On- 
Toronto, Ev. Telegram. ue av. 1904.81.84, 
J BRITISH COLUMBIA. son| Aube bn bbs. Ferry Tatas, Drm fed Ber. 
ancouver. vince. daily. At ‘or er mae 
4 te . Toronto. Star, daily. et” average cir- 
Gs TSG: Aug. 195. B48.’ H Declerdue. culation for July, 1906, 8%,84 
Vietorta. Colonist, daily. Colonist P.& P. QUEBEC, CAN. 
Co, Aver. for 1903, 8.695 ; 3 Sor 1904, 4,856 (%). Montreal. Herald, daily. Est. 1808. Actual . 
aver. daily 194, 28,850 ; 850; weekly, 18,886. 
ons ey tengo CAN. agnenereel, kn Presse. La Pres Presse i, S- F 
innipe, and ly. ., publishers. 4 190. 
FOr ke alge Soe edie Na BON, | 80,359; Av. Mar., 05, 95.826. hat. 118,893. 
ly, Aug , 1905, 81,177. pdontreal. Star, dy @ wy. Graham &Co. Av. 
“on 903 12 122.269. rs 
NEW BRUNSWICK, CAN. | fy. 50.295. wy. 135.240. aie 








St. John. Star. Actunl daily areraye for| Sherbrooke. Daily Kecord. pa av. 
October, November, December. 194, 6.091. 1904. 4,917; August, 1905, 6.688 


maaan ) 











The Roll of Honor is considered by 
those publishers who make regular use of 
it the most effective, cheapest and quickest 
means of setting circulation figures Ze date 


before the American advertisers. The 





Roll of Honor is a newspaper directory to 


date; it chronicles the facts of last month, 


ee 


last week—of yesterday. \' 

There is no service like it to be had 
anywhere—based upon and backed by the | 
rules and requirements of Rowell’s Amer- , 
ican Newspaper Directory, its value to : 
publisher and advertiser becomes of un- 


usual importance. 
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0) GOLD MARK PAPERS @0} 





Out of a grand total of 23,146 publications listed in the 1905 issue of Rowell’s American Newspa- 
distinguished fro: oe 


per oan’ one hundred and twelve are 
marks (OO 
‘Announcements under this 


Jnasificati 


m all the others by the so-called gold 


hiieeti 





having the gold marks in the 


, from 
cost 20 cents per line per week, two lines (the smallest advertisement accepted) cost 


Directo’ 
$20.80 ret a fall year, 10 per cent 


ount, or $18.72 per year spot cash, if paid wholly in advance. 





WASHINGTON, D. C. 


mJ EVENING STAR (©0), Gatiagien, D.C. 
hes 90% of the Washington hom 


GEORGIA. 
ATLANTA CONSTITUTION. Act. av. for 1904: 
Daily $8,888 (©O), S’y 42.819, Wy107,925. 


THE MORNING NEWS (© ©), Savannah, Ga. 

Agood newspaper in every sense; with a well-to- 
— with many wants and ample means. 
Oniy morning daily within one hundred miles. 


ILLINOIS, 
GRAIN DEALERS JOURNAL (QO), Chicago. 
Largest circulation; best in ; best in point of quality. 
BAKERS’ HELPER (© ©), Chicago, only “Gold 
Mark” baking journal. Oldest, a. best 
xnown. Subscribers in every State and ‘erritory. 


TRIBUNE (© ©). “only. Ba paper in Chicago re- 
ceiving this ma ng RIBUNE ads bring 
satisfacto: —_ 


KENTUCKY. 
LOUISVILLE COURIER- JOURNAL (© ©). 
Best paper in city ; read by best people 


MASSACHUSETTS. 
BOOT AND SHOE RECORDER, Boston @ ©), 
greatest trade paper; circutation universal 


BOSTON PILOT (@©), every Saturday. Roman 
Catholic. Patrick M. Donahoe, manager. 

BOSTON EVENING TRANSCRIPT (@O). estab- 
lished 1830. The only gold inark daily in Boston. 

WORCESTER L’OPINION posses bg ©) is 
the leading French daily of New Englan 

TEXTILE WORTD RECORD (@6), Boston, is 

the “bible” of the tos iudustry. Send for 
booklet, “The Textile Mill Trade.” 


MICHIGAN. 
GRAND RAPIDS FU RETZUBS RECORD (OO). 
Only national paper in its field 


MINNESOTA, 
Py Lag lag lle MILLER 
Ryn, — > Min: ear. Covers 


rade “4.5 over the world. The 
= “Gold Mark? milling journal (OO). 
NEW YORK. 
BROOKLYN EAGLE (@©) is THE advertising 
medium of Brooklyn. 


THE POST EXPRESS (©). Resheshe, N.Y. 
Best advertasing medium 1n this secti 


ARMY AND NAVY JOURNAL (@©). First in 
its class in circulation. influeuce and prestige. 

THK. IRON AGE (©O), established 1855. The 
recognized authority in Oo}, representative fields. 


ENGINEERING NEWS (@6O).—The leading pa- 
per in the engineering world.—Herald, Syracuse. 

E. News prints more transient ads than ail 
Other technical papers; 14 é 1% & 3c.a word. Try it. 

VOGUE (@6). the “authority on fashions. Ten 
cents a copy; $4a year. 364 | 364 5th Ave., New York. 


Jou aera DFALERS’ ALERS) MAGAZINE. 
In 1904, at 17,500 ( 
MALLETT, Pub. Pub.. 268 Broaaway, N. Y. 


gen SORE BEmAlD (©©). Whoever — 
ions America’s ing ne mentions 
the New York HERALD first. — . 


ELECTRICAL WORLD AND —y—~ Reo) 
established 1874; covers foreign and 
electrical purebasers: largest largest weekly nadie 


CENTURY MAGAZINE (@ ( ©). There area few 

ple in every community who know more 

han all the others. Taese people read the 
CENTURY E. 


NEW YORK TRIBUNE (© ©). daily and Sun- 
day. Established 1841. A conservative, clean 
and up-to-date newspaper, whose readers repre- 
sent inteilect and purchasing power toa high- 
grade advertiser. 


THE NEW YORK Pome (© ©). , bears 
“All the news that’s fit to print” ay over 100,000 
homes within 25 +E. of Times Square 
censors advertising ; am ot quality. 


“One. 
CINCINNATI EN Ltt Great—influ- 
ential—of world-w 2 yg advertising 
meaium in ps tated iindie West. Rates ana 
information supplied by Beckwith, N.Y.-Chicago. 


PENNSYLVANIA. 
“THE PHILADELPHIA PRESS” is ‘Newspaper. —_ 


paper. Circulation, daily , daily average 1904, 113,242. 


THE PUBLIC LEDGER (¢ .* er srtorentence 
Hall and Public Led; hiladelph 
marks; only paper ai lowed in thousanda of Phila- 
delphia homes Circu'ation now larger than in 
70 years. 52,540 more advertisements April, May. 
Sune and July than same same period 1 1904. 


THE PITTSBURG 
©® DISPATCH ‘® 


The newspaper that judicious advertisers 
— select first to cover the rich, pro- 
ductive. Pittsburg fleid. A two-cent 
morning paper assuring a pr ‘estige most 
profitable to advertisers. rgest home 
delivered circwation in Greater Pittsburg. 














SOUTH CAROLINA. 
THE STATE (©©), Columbia, 8. C. Highest 
quality, lai gest Giroalation in in South Carolina. 


VIRGINIA. 

NORFOLK LANDMARK (© ©)the recognized 
medium in mS territor. , a. for Fagg vena and buy- 
ers. Holds certiticate the Association of 
American Aavertisers of bons. fide circulation. 
If you are interested, ask to see voluntary let- 
ters from advertisers who have gotten splendid 
results from LANDMARK. 


WISCONSIN. 
THE MILWAUKEK EVENING WISCONSIN 
(@©), one of the Golden Dozen Newspapers. 


CANADA. 


THE HALIFAX HERALD (O pe the EVEN 
ING MalL. Circulation 15,68, 
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THE WANT-AD MEDIUMS 


A Large Volume of Want Business is a Popular Vote for the 
Newspaper in Which It Appears. 








COLORADO. 
HE Denver rose. Sunday edition. Sept. 10, 
1905, contained 4.790 different classified 
a total of 1048-10 columns. ‘The Post is the big 
Want medium of the Rocky Mountain = 
The rate for Want advertising in the !’ost 
per line each insertion. seven words to the Ped 


CONNECTICUT. 
EKIDEN, Conn., RECORD covers field of 50.000 
population ; 3 working people are aaa, 
mechanics. Classified rate, cent a word a da. 
five cents a word a week. “Agents Wanted. 
etc., half cent a word a day. 





DISTRICT OF COLUMBIA. 
T'D. EVENING and Sunpay Stak, Washington, 
D. C. (© ©), carries DOUBLE the number of 
ANT ADs of any other paper. Rate le. a word. 


ILLINOIS. 
EORIA (IIL) JouURNAL reaches over 13.000 of 
the prosperous people of Central Illinois. 
Rate, one cent per word each issue. 
66) EARLY everybody who reads the Eng- 
ge in, around or about Chi 
cago, reads the DaILy NEWS, ” fo the Sa ye 
Review. and that’s why the’ D ¥ News is 
cago’s “‘want-ad” directo 
INDIANA. 
HE Terre Haute STAR carries more Want ads 
than any other Terre Haute paper. Rate, 
one cent per word. 


HE Indian: lis News d —_— duri the year 1904 
T ited 125. 125.207 classed advertise 





MASSACHUSETTS. 
» CENTS for 30 wo’ ys. Daily ENTER- 
2 prisz, Brockto my ae carries solid page 
Want ads. Circulation exceeds 10,000. 
‘]\HE Boston TRAVELER publishes more Want 
cane ag than any Other exciusively even- 





ing paper in its field. and every advertisement 
is paid for at the estavlished Tate. 
HE Boston SCRIPT is the lead- 


EVENING TRAN! 
ing educational odes in New England. 
It prints more advertisements of schools and in- 
structors than all other Boston dailies combined. 


i GLOBE, daily “daily and Pym first six 
months of 1905, printed a total of 2 aed 
classified ads, and there were no trades, deals 0’ 

discounts. This was a gainof 3,060" want” ads 
over the same period of 1904, an baw Bs a 


than any other — I ead uring 
first six months of 
MICHIGAN, 
AanAw CouRIER-HERALD (daily), only Sun- 
en Se result getter; pa ex- 
cess Of 12,500; ic. word; ec. 60 uent. 
MINNESOTA. 


RE Minneapolis JouRNAL carried over 51 

r cent more Want ads — ansus, 

1905, ti any other Minneapolis daily. No free 

Wants and no objectionable Wants. Circulation, 

1993, 57,039; 1904. 64.333; first 8 months 1905, 67,299; 
August, 1905, 67,264. 


HE MINNKAPOLIS TRIBUNE is the recognized 
Want ad medium of Minneapolis and has 

pee | for noe years. It 5° the oldest Minne- 
polis daily and has 100,000 subscribers, 
which is is 30,000 odd each -* over and above any 
er M 





combined, printing a total of 213,730 separate 
paid Want ads during that time. 


(HE. Star League. composed o is 

-TAR. Muncie STAR and ao = STAR; 
genera! offices. Indianapolis. Rate in each, one 
= per word; vombined rate, two cents per 
word. 


7 Indianapolis a w the Want ad medium 
of Indianapolis. printed during the 
year of 1904 591.313 bee ot Want ads. Durin 
the month of December the STak printed 17, 
lines of classified financial advertising. This is 
4.275 lines more than published by any other In- 
ae wet omg for the same period. The 
News in Decem 1904. printed 13.060 lines; the 
Bentinel 4,516 on ‘and the Sun 2.630 lines. The 
In — STAR accepts no classified advertis- 
ing free. The rate is one cent per word. 


HE MARION LEADER is rec recognized as the best 
result getter for waut ads, 


HE Muncie Stak is the recognized Want ad 
medium of Muncie. It prints —-? times as 





much classified advertisi daily as all other 
Muncie dailies combined. ~ 
IOWA. 


‘J. HE Des Moines REGISTER AND LEADER: onl 
morning paper; carries more .“want”’ 
vertising than any other Iowa newspaper. One 

cent a word. 


T HE Des Moines CAPITAL guarantees the larg- 

est circulation tne city of Des Moines of 

! e want ad medium 

ef owa. Rate, one cont 0 word. By the month, 

$i perline. It is published six evenings a week. 
Sa: the big day. 


MAINE. 
HE Evenine Express carries more Want ads 


Gaily. its evening edition 
alone has a larger circuiation in Minneapolis. by 
many thousands, than any other evening paper. 
It ver 80 of Want advertise. 
ments every week at full price (average of two 
pages a day), mi free ads; price covers both 
morning and ev es. No other Min- 
— daily carries anywhere near the num- 
ber of a Wanted advertisements or the 
amount in volume. 
HE ST. PAUL DISPATCH IS ALL YOU NEED 
in St Paul for Want Ads. It carries more 
advertising than all other St. Paul mediums 
combined. The sworn average daily circulation 
of the St. Paul Disparcn for August, 1905, was 
61.932. It is the only newspaper of its circula- 
tion in St. Pauli or Minneapolis that charges full 
rates for all classifications of want ads. The An- 
gust want advertising shows an average daily 
increase of 798 lines over same month in 1904. 
Seven telephone trunk lines (assist in receiving 
this classified business. 


MISSOUKL 
ee Joplin GLope carries more Want ade 
than all other papers in Southwest Missouri 
combined, because it gives results. Une centa 
word. Minimum, l5e. 


[HE Kangas City JOURNA JOURNAL (every morning 

including Sunday), one of the recognized 
bee oan ad m “77 3 yo he | States ; > 
columns par ants Sunda to 10 columns 
daily. Kate, 1 cent a word. 7 


MONTANA, 
T™4 Anaconda STANDARD is Montana’s great 
‘ant Ad” medium ; ic. a word. a 
circulation (1904), 11.359 ; Sunday, 13,756. 
NEBRASKA. 


INCOLN JOURNAL AND NEWS, com! 
L lation over 27,000. jaa = 








than all other Portiand dailies 


MARYLAND. 
= Baltimore News carries more Want Ads 
han anv other Baitimore dail it is the 
Fecornized Want Ad medium ot itimore. 





TH Lincoln DaILy Stak, the best “Want Ad” 

me jium at Nebraska’s ¢a ital Guaranteed 
circulation exceeds Red daily "Rates, 1 cent 
per word. Sunday Want ads Tesatve extra in- 
sertion in Saturaa: atveracon edition if copy is 
received in time. Daly Stak. Lincoln, Neb. 
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NEW JERSEY. 
paper. 10 Damty JourRNAL—Leading Home 
+ 10to w& ony — > 
fum, PGonte-word. " Tangest eire 
weawsee. = ~yeem 2 Zerrune (Daily and 
Sunday) oie bulk of city’s 100,000 Ger- 
mans, One cent per word ; 8 cents per month. 


NEW YORE. 
7 EAGLE has no rivais in Brookiyn’s 
classified business. 


ggg 7 art mag is the best afternoon Want 





A= Evenina JOURNAL, Fastern N. Y.’s 
best paper for Wants and classified ads. 


AILY ARGUS, Mount Vernon. N.Y. Great- 
est Want ad medium in Westchester County. 


LEAN HERALD is the best want ad (classi- 
fied) medium in western New York outside 
of Buffalo. Fifty cents a week for four lines or 


under. 


Brn LO NEWS with over 95,000 circulation. 
fothe eonly aly Sons Medium in Buffalo ana the 


edium in the State, outside of 
New Soo Fork ony, City. 


HE Trwes-Umton, of Albany, New York. Set- 

ter medium for wants and other classified 

matter than any other paper in Roy Fa and 

—— a ciredlation greater than other 
y papers in that city. 


De ognies an INE, pel oy peg The rec- 





ad medium for 
a =e anes, all Sor aricles, a 
con ties, printing. pew nm circulars, 
ing ber stamps, — de adwriting, half- 
tone making, —, —— which 
interests and pM sers and busi- 
ness men. Classified pb 20 cents 
a line per issue flat ; six words toa line, Sample 
copies, cent’, 





OMLo, 


r Zanesville the TIMES-RECORDEE prints twice 
asmany Want Ads as all the other papers. 


yx IGSTOWN Vennecaz0n— Leading “Want” 
medium. ic. per word. word. Largest circulation 
™ FE Mansvietp News publishes daily moze 
Want ads than any otber 20.000 population 
pape ny oe 20 words or less 3 cunsecutive times 

; one cent per each additional word. 


OKLAHOMA. 
HE OKLAHOMAN. Okla. City, 15,140. Pubushes 
more Wants than any four Okla.competitors, 


PENNSYLVANIA. 
HE Chester, Pa., Times carries from two to 
five times more classified ads than any 


WHY DON’T YOU PUT IT IN 
THK PHILADELPHIA sng 
Want Ads. F_ THe BULLETIN bring 
prompt returns, because “in Philan 
delphia nearly everybody reads 


Net paid daily ‘average circulation for 


204,065 co es per day 
(See Roll of Honor columnj 





ILKES-BARRE LEapER covers the afternoon 
field of the — anthracite coal sec- 
tion and is the best t medium in N. E. Penna. 


SOUTH CAROLINA. 
[HE Columbia STATE (@©) carries more Want 
ads than any other 8. C. newspaper. 





VERMONT. 
se Burlington Datty News is the popular 
i and the \\ant medium of the city. 
twice as many people as any other and 
pana more Want ads. Absolurel _— to 
any aavertiser in Burlingtun terri 
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VIRGINIA.} 
HE News LEADER, published every afternoon 
except Sunday, Richmond. Va. 1 
qemnes by jong —_ (28,576 aver. 1 year) and 


6 recognized w: 
Virginia. Classified advts., one centa word per 
insertion. cash in advance, no advertisement 
counted as less than 25 words; no display. 


CANADA, 
ng Halifax HERALD (OO) and Setan—tom 
Scotia’s recognized Want ad mediums. 
A PRESSE, Montreal. Largest daily dat 
tion in Canaaa without exception. (Daily 
9,825, Saturdays 113,892—sworn to.) Carries more 
wantaasthan any French rench newspaper in the world 


[HE DaIty TELEGRAPH, St. Jol John, N. B., is the 
want ad medium of itime provinces. 
Largest circulation 4 most up to-date paper of 
Canada. pace oue cent a word. 
Minimum charge a. 4 


‘(,HE Montreal Daity Star carries more Want 
advertisements than ail other Moncreal 
dailies combinea. The FaMILyY HERALD AND 
WEEKLY STAR carries more Want advertisements 
than any oiher woo paper in Canada. 


HE Wi: Ley ME PRESS carries more 
“Want” BBs. than any other 
daily paper in and more advertisements 
i this nature than ey my inal) the other 

daily ¥ papers published in Canadian North- 
west combined. nd the FREE PRESS car. 
ries a larger volume of ry advertising 
than any othe: the Dominion. 


r daily paper 
BRITISH COLUMBIA, 


VICTORIA COLONIST. Oldest establishea 
Bee Was voy Covers -_. Province. Great- 
d medium on the Canadian Pacific 





aimee THE CLASSI- 


The following advertisements of 
classified publicity are a second 
selection made from the scrap 
books of Rex R. Case, who writes 
all such announcements appearing 
in the New York World. The 
World’s classified columns are 
perhaps more persistently and in- 
telligently advertised in its own 
pages than those of any other want 
ad medium in the country. 

Eight hundred per cent profit is con- 
stantly being made by private breeders 
of dogs, cats, ferrets and other house- 
hold animals. You can add materially 
to your bank account by helping to 
supply the Sa public demand for 
family pets. ou can secure the prop- 
er kind of stock to start with from any 
of the advertisers whose business an- 
nouncements wil be printed to-morrow 
in the “Dogs and Birds’ co-umns of 
the Sunday World want directory. 

The 400 or thereabouts groceries, 
bakeries, barber shops, hotels, rooming 
houses, cigar stands, restaurants, bil- 
liard halls, printing plants, office busi- 
nesses, leaseholds, inventions, etc., ad- 
vertised to-day in the “Business Op- - 
portunities” columns of the World 
want directory merit your considera- 
tion. 

Found! A way to ascertain uickly 
the location, size and price of Manhat- 

artments, private homes, hotels, 
pally cont more property, for sale and to 
let. See Manhattan section of last 
Sunday’s World want directory. 
Amusements. One of the most fas- 
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cinating sights to be witnessed in Great- 
er New York to-day is to watch a litte 
child take her first piano lesson. 
Charmed by the strange production ot 
sound and overjoyed at being able to 
fill her little sou. to the brim with 
music, a picture is presented that far 
more than repays the parent tor the 
cost of the instrument. Especially 1s 
this true when the piano is purchased 
from one of the “Sacrifice” dealers who 
advertise in the morning World. 

Hidden treasures brought to light 
The fabled cask ot jeweis supposed tw 
have been buried years ago by the his- 
tomeal Captain Kidd sems veiled in 
the mist of insignificance when one 
stops to consider the wealth of oppor- 
tunities offered yesterday through the 
people’s most popular want directory— 
that of the Sunday World. Wou-d 
you prefer a diamond to an established 
business enterprise procurable on the 
bargain basis. Would you chose a 
tuby in preference to a tract of sub- 
urban property which could be subdi- 
vided into building lots and sold at 
several hundred per cent profit? Would 
you consider an emerald more valuable 
than a good-paying position? Wil. the 
wearing of a perfect pearl, opal or 
topaz give you more comfort or hap- 
pincss than that afforded by a furnish- 
ed room, house or apartment that per- 
fectly answers your requirements as to 
size, price, location and arrangements? 
With mouldy coms such as Kidd’s 
cask woud contain could you buy 
pianos, furniture, office fixtures, etc., 
obtainable at your own price through 
yesterday’s World want directory? 
Look to-day and you will find: 2,817 
employers offering salaries, 1,235 work. 
ers tendering services, 941 ready to 
sacrifice realty, 890 descriptions of de- 
sirable homes, 382 forf-iters of busi- 
ness, 56 educators of thought and ac- 
tion, 417 sacrifice sae announcements, 
49 stock, bond and share offers, 383 
odd and un‘que propositions. 

Keeping Lent is one way to deny 
yourself. Another is to retrain from 
rmading the “Educational” announce- 
ments printed yesterday in the World 
want directory, if you want to know 
things. 

Tne 500,000 buyers of the Sunday 
World can scarcely be expected to sat- 
isfy your want if it is not submitted to 
them to-morrow through the Sunday 
World want directory. 

Art thou the man? “There is a tide 
in the affairs of men which, taken at 
the flood, leads on to fortune.” So 
said Shakespeare. The flood tide of 
emp oyment starts to-morrow when 
about 2,000 salary offers to men and 
women, boys and girls, will be made 
through the Sunday World want di- 
rectory. 

Little searchlights showing the loca- 
tion, size and price of apartments, fur- 
nished rooms and houses, are the 1,000 
or thereabouts “To Let” announce- 
ments printed to-day in the World 
want directory. 

Another battleship manned with 
about 7.000 soldiers of fortune clears 
the port of Poverty to-morrow on_ its 
weekly trip to Prosperityville. This 
ship is better known as the Sunday 


World want directory. Hail it! 
Board it! 

Peace overtures are to-day being 
made by abeut 2,000 emp.oyers to as 
many men and wumen, boys and girls, 
who are looking tor work. Salary 
settlements will be all the rage to-mor- 
row. A position for you, too, if you 
wi-l consult the World wants to-day. 

Christmas every Sunday so far as 
the distribution of presents is conc.rn- 
ed, is celebrated by readers of the 
Sunday World want directory, which 
presented last Sunday a total of 7,223 
opportun+ties, 

chest of assorted business tonics. 

Try one to-day and watch your busi- 
ness grow. 2,714 “Position” offers, 
eo “Business Bargains,” 916 “To 

t” offers, 1,263 capable workers, 969 
“Realty” investments, 133 ‘For Sale” 
offers. All in yesterday’s World want 
directory. 

A big storm coming—due to-morrow! 
The leaden clouds of despondency and 
financial distress are doomed to be 
lacerated by lightning-like shafts of sun- 
shine. The herculean winds of _busi- 
Ness activity are to drive the wolves 
of poverty from Fortune’s fold. Ere 
sunset to-morrow night the Sunday 
World want dircctory wil have swooped 
down into more than a half million 
homes, stores, offices and factories, lit- 
erally turning real estate, business en- 
terprises and other securities into colu 
cash; driving the unemployed into sal- 
aried positions; filing in vacancics 
where help was wanted; persuading ten- 
ants to seek shelter in vacant fur- 
nished rooms, houses and ap4rtments, 
and_ scattering thousands of useful 
articles into the hands of persons who 
will venture to pay for them what they 
think they are worth. Then a gentle 
“reign” of prosperity will start in and 
the Sunday World want directory will 
have fulfilled its weekly mission. 
you would have the lightning of suc- 
cess strike your home or office, mag- 
netize your want by sending it to the 
World to-day. 

Why don’t you swap your piano for 
a new one? A promise to pay a few 
add.tional dollars wili bind such a bar- 
gain with many of the “Pianos and 
Organs” advertisers in to-morrow’s 
World want directory. 

Are you going to get married? Then 
don’t fail to look at the bargiins in 
engagemnt rings, wedding r‘ngs, fur- 
niture, jewelry, pianos, hous*s, apart- 
ments, etc., which will be offered to- 
morrow through the Sunday World 
want directory. 

Why do you do it? Why ring the 
bell and ask if there is a “Furnished 
Room” for rent when th: Suiday 
World’s homeseekers’ guide saves al! 
such time misspent. 878 places to 
live were described yesterday. 

A wayward son can best be reformed 
by giving him work to do—congenial 
work that opens up the way to more 
responsible positions. Call his atten- 
tion to the 2,311 offers of work printed 
yesterday in the World want directory, 
and watch his manhood deve'op. 

Are you out of work? Do you want 
to make money? Are you looking for 
a better place to live? Will you not 
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confess that you are living a humdrum 
sort of life?—just letting things come 
and go?—allowing Fate to banter you 
pretty much as she pleases? Here’s a 
chance to take the reins into your own 
hands, lash the mare “Ambition’’ into 
a lively gallop, speed swiftly across the 
desert “Indifference” and quench your 
thirst for wealth and contentment at 
the refreshing springs of “Plenty,” for 
which the oasis of ‘Prosperity’ is 
widely famed. You have but two more 
days of travel before you. Then you 
will meet up with a caravan more than 
6,000 strong, all striving to reach the 
same destination. They will hail you 
and at your feet un.oad a marvel of 
opportunities. It is this army of 
journeymen who come weekly to re- 
plenish the springs of “Plenty” from 
which you are invited to drink. Will 
you harken to their offers of employ- 
ment? Will you look into their treas- 
ure casks of business opportunities and 
real estate investments? List to the 
tuneful chords of their musical instru- 
ments? Hear their descriptiong of fur- 
nished rooms, houses and apartments to 
let? Such opportunities as these will 
be afforded you through next Sunday’s 
World want directory. Will you get it 
and read it, or will u continue in 
the same old rut of resignation to 
Fate? 

Slavery prevails to-day in Greater 
New York. Hundreds of selfish em- 
ployers, merciless landlords and mon- 
Gpolizing merchants are denying fair 
wages, sanitary furnished rooms, houses 
and apartments, reasonable prices, to 
thalf-cajoled and half-driven mankind. 
It is an awful thing to contemp ate— 
how ambitious workers will slave years 
of their lives away for wagcs that 
barcly keep the poi SE from the door; 
how disheartened tenants will abandon 
themselves to the inconveniences and 
high rentals of unsatisfactory homes; 
how the average housewife or business 
man will continue to sacrifice at the 
shrine of high-priced storekeepers. 
There are many who have thrown off 
this yoke, and weekly find relief in the 
Sunday World want directory. This 
is an excellent day to snap the fetters 
of submission and readjust yourself to 
a more economical and profitable me- 
thod of living. Get and read  yester- 
day’s World want directory, and in its 
6.567 classified ——— you will 
find many exits from your prosperity, 
happiness and independence. 

‘Tell me what you are working at 
and I will tell you what sort of a man 
you are,” says public opinion. Select 
a position you can point to with pride 
from the more than 2,500 “Help” wants 
in to-day’s Sunday World want direc- 


“7. 
ischarged! Not guilty of any 
crime, but merely let go to cut down 
expenses is the fate of many faithful 
employees. But don’t worry about re- 
maining out of work, for there were 
13,996 position offers and requests last 
week through the morning Worid 
“Help Wanted” ads. 3,087 more than 
last year. : 
Learn singing, dancing, acting, liter- 
ature, languages, music, stenography, 
book-keeping. 106 private teachers, col- 


leges, schools, offered instruction last 
week through World want ads. 

Solomon Grundy! 

Born on Tuesday— 

Spanked on Wednesday— 

Recovered on Thursday— 

Talked on Friday— 

Went broke on Saturday— 

ea World “Help” wants on Sun- 

ay— 
Went to work on Monday— 
This was the start in life of Solomon 
Grundy. 

_ Darwin’s theory exemplified. Evolu- 
tion, the natural growth of the great 
out of the small, is shown in the re- 
sults of Sunday World want ads. As 
an acorn planted in fertile soil gives 
birth to the massive oak, so a little 
World want ad, subjected to the in- 
spection of more than 500,000 peop'e, 
takes root and materializes into a bar- 
gain sale of real estate, a business 
sacrifice, a salaried contract, a fur: 
nished room, house, flat, apartment, 
lease, etc. Cast your wants before 
those who will see the World want di- 
rectory to-morrow and they will return 
a hundred fold. 


! 
Don’t you need a rest 
For a week or two? 
Then hie yourself away 
And your health renew. 
For Geccrigtions of resorts, 
Where ocean breezes blow, 
Read World want ads to-day, 
Then ee trunk and 


hp 
HE ADVERTISED HIS FATHER’S 
BUSINESS. 


Dr. Oliver Wende:l Holmes once 
made an address in his native town to 
a medical association. The president 
of the association was the son of a man 
who had been the druggist of the vil- 
lage when Dr. H ad studied 
medicine there. “It is good to look at 
this young man,” said the genial auto- 
crat, “and trace his father’s liniments 
in his face.’—Men and Women, 








A GREENGROCER at Bethnal Green has 
adopted a novel advertising medium. 
He has a phonograph fixed up on his 
sta!l to do the shouting while he serves 
the customers.—Advertising News, 
London, 





A new form of hotel advertising has 
been originated by the New York 
Times. Motor-car routes outside New 
York are mapped with convenient stop- 
ping places, a — map is printed 
on a page in the Sunday section, with 
full road directions for covering four 
or five different tours. Then _half- 
tones and brief notes about the hotels 
along each route are inserted at their 
proper points on the map. The whole 
plan is new, and the information given 
teaders forms a direct connection be- 
tween the hotels and motor trips. 

—<~o—————__— 





Tue United Gas Improvement Co., 
Philadelphia, issues as a part of its ad- 
vertising a cook-book for gas range 
use, giving recipes and information for 
cooks and housekeepers, 
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OR the primary purpose of obtaining new sub- 
k scribers a copy of Printers’ Ink for November 1— 
press day as above stated—will be mailed to 21,000 
names, making a total edition for November 1 of over 
36,000 copies. 

The extra copies are sent to as many names, marked 
personal. Every copy so marked goes to a bank, banker, 
trust company, or financial institution interested in ad- 
vertising. 

Every party addressed needs Printers’ Ink and its 
helpful weekly suggestions and information, and many 
of them will be convinced of this fact by the time the 
Little Schoolmaster will let up on them. 


* * * 





If you are the publisher of a newspaper or magazine of 
character, one that has a story and facts worth presenting 
to an advertiser, you can find no better, no more effective 
and economical medium than Printers’ Ink, and particularly 
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eof Printers’ In 














no more advantageous single issue than the special edition 
above set forth. 

The same argument is true for anyone else who makes 
or deals in anything which large and small advertisers vse, 
or ought to use, in the conduct of their business. 





Although the November 1 edition goes to 21,000 extra 
and especially valuable names, the usual rates only will be 
charged, as stated below. 


FORMS CLOSE OCTOBER 25, 1905 


ADVERTISING RATES. 


20 cents a line, $3 one inch, $10 quarter page, $20 half page, $40 for 
whole page. For advertisements in specified positions, if granted, 
double price will be charged. A discount of § per cent may be 
deducted if check is sent with order and copy. 






















, Manager, 
rs), New York City. 
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PRINTERS* INK: 


A JOURNAL FOR ADVERTISERS, 


THE PRINTERS’ INK PUBLISHING 
COM PANY, Pubiisners. 


ween 

(@ Issued every Wednesday. Subscription 
price. two dollars a year. one dollar for six 
months. inadvance. On receipt of five dollars 
four paid subscriptions, sent in at one ume, will 
be puc down for one year each and a larger pun- 
ber at the same rate. Five cents acopy. Three 
doliars a hundred. Being printed from «tereo- 
type plates it is always possible to supply back 
numbers, if — in lots of 00 or more. but in 
all such cases charge will be five doliarsa 
hundred. 





ADVERTISING RATES. 
Advertisements 2 cents a line, pearl measure, 
1b i to the inch ‘$3): 200 lines to the poe (340). 

Yor el ee selected b; a@iver- 
tisers. it gran douvle price is demanded. 

On time cont the last copy is repeated 
when new copy fails to come whand one week 
in aavance of day of A saw grees 

Contracts by quarter or year may 
be discontinued at Ahoy pleaiire of the advertiser, 
and space used paid for 

Two lines smuliest 
words make a line. 

wate appearing as reading matter is in- 


All advertisements must be handed in one 
week in advance. 

Advertisers to the amount of $10 are entitled 
to a free subscription for one year, if deman 


vertisement taken. Six 


Cuar.es J. ZInGG, 
Editor and Manager. 
OFFices: NO. 10 SPRUCE ST. 
London Agent. I’. W. Sears.5v-52 Ludgate Eill.EC 


NEW YORK, SEPT. 27, 1905. _ 


PRINTERS’ INK is absolutely 
an independent journal, con- 
nected in no way whatever with 
any advertising agency, selling 
its advertising space only for 
cash, and standing entirely upon 
its merits as a news medium 
for advertisers and an educative 
force in the advertising field. 

















Tue Cleveland World-News, 
which was recently sold and is 
now being remodeled, will here- 
after be known as the Cleveland 


News. 





A HEALTH authority rises to 
state that a newspaper folded 
across the chest will protect the 
lungs from the chilly blasts of 
autumn. Now is the time to sub- 
scribe.—Cleveland Leader. 


CORRECT ION. 


Through a typographical error 
the advertising rate of the Alka- 
loidal Clinic, Chicago, was recent- 
ly stated to be $141 in PRINTERS’ 
Inx. The correct rate is $50 per 


page. 
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Tue Ayer Agency, Philadelphia, 
secured the account of Heinz’s 57 
varieties, moving it over to that 
city from a New York agency that 
has heretofore placed it. 





THE advertising matter put out 
by the C. W. Hunt Company, 45 
Broadway, New York, in behalf of 
“Stevedore” rope is the best ad- 
vertising of its kind that has come 
under the observation of the Little 
Schoolmaster. 





The Atlanta Journal which 
claims to cover Georgia “like the 
dew” announces that the issues of 
its semi-weekly edition for Octo- 
ber 5, November 2 and November 
30 will be special numbers, 





THE November issue of Profit- 
able Advertising, Boston, sched- 
uled to appear about October 25 
will bear the title of an interna- 
tional edition of Profitable Adver- 
tising. The business prospectus 
issued by the publisher, Miss Kate 
E. Griswold, is very interesting and 
is again indicative of Kate’s en- 
ergy and ability as a pusher. 





THE Chicago Tribune has just 
closed an extremely large con- 
tract with the Gunning System for 
wall displays in that city and along 
all railroads entering Chicago. In 
addition to the money considera- 
tion that goes with such a com- 
mission, the Gunning System feels 
proud of the moral support thus 
given outdoor advertising by one 
of the strongest newspapers in 
the country. 





LINCOLN, NEB., 
STAR.” 


The Lincoln, Neb., Daily Star 
makes effective use of the fact that 
it is a member of the Star Galaxy. 
The effective and fact telling print- 
ed matter emanating from its office 
always bears the Guarantee Star 
of Rowell’s American Newspaper 
Directory. The circulation bulletin 
for August, 1905, accounts for a 
net average circulation of 16,504 
copies daily for that month. 


“DAILY 
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Typewriter Topics, a new jour- 
nal published by E. M. Best, 309 
Broadway, New York, is devoted 
solely to the manufacturers and 
users of writing machines, 





THe Elmer (New _ Jersey) 
.Times uses as an advertisement an 
illustrated postal card showing the 
busy scene at the local depot when 
the farmers drive into town to ship 
potatoes—the staple product of 
that locality. The reading matter 
accompanying the postal makes 
plain the connection between pota- 
toes and prosperity. 





TueE Boston Globe has acquired 
the old building of the Advertiser 
next door and connected it with 
its own premises. The two struc- 
tures will now be known as the 
Globe Building. Press-rooms have 
been extended in the basements of 
both, and on the first fioor rear a 
handsome suite of private offices 
for General Taylor and his sons 
have been built. The cashier’s de- 
partment is also in the new annex, 





COLLIERIZED. 


W. J. Carrique, president cf the 
Canadian Street Car Advertising 
Companv. Ltd., of Toronto, has 
purchased on behalf of his com- 
pany all the advertising leases 
of the Ambrose Petry Com- 
pany in Canada. This gives the 
company control of all the street- 
car advertising there is in Canada, 
from the Atlantic to the Pacific. 
The medium has been effectively 
Collierized, and now needs only 
a Canadian Balmer. The interests 
of the corporation include the fol- 
lowing lines: 

Toronto Ry. Co.; Hamilton St. Ry.; 
Hamilton and Burlington St. Ry.; Hamilton 
and Dundas St. Ry.; Niagara, St. Catharines 
and Toronto Ry.; Brantford St. Ry.; London 
St. Ry.; Guelph Radial Rv.; Berlin, Waterloo 
and Bridgeport St. Ry.; Galt, Hespeler and 
Preston St. Ry.; Grand Valley Ry.. running 
from Brantford to Paris and Galt; Peterboro 
Radial Rv.: Kingston, Portsmouth and Catara- 
qui Ry: Ottawa Electric Ry.; Hull Electric 
Ry.; Winnipeg Electric Ry.; Woodstock, 
Thames Valley and Ingersoll Ry.; Hamilton 
and Barton Incline Ry.; Toronto and York 
Radial Railwav Company, including Mimico, 
Scarboro and Metropolitan divisions ; Toronto 
Suburhan Railway Companv; Oshawa Rail- 
way Company; Montreal St. Ry. & Mont. 
Park & I. Ry., at expiration existing lease 1906, 





ORIGINALITY is not achieved by 
copying another’s methods, but by 
cultivating individuality in one’s 
self. 





Ecyptian Deities cigarettes are 
being advertised in magazines 
through the Ben B. Hampton 
Agency, 7 West 22nd street, New 

rk. 





THE October American Maga- 
zine, formerly Leslie’s Monthly, is 
conspicuous on the newsstands, not 
because of any flaming color or 
weirdness of design but because of 
its richness, tastefulness and 
beauty. 





Amonc English newspapers the 

ondon Mail seems to possess the 
greatest share of the kind of en- 
terprise usually denominated as 
“Yankee.” During the recent visit 
of the French fleet to England the 
Mail published every day an ac- 
count of the previous day’s pro- 
ceedings in French for the benefit 
of the visitors. 





AMERICAN GOODS EN- 
TITLED TO THE ENGLISH 
HALL-MARK. 


The valuable British “hall- 
mark” on silver and gold plate 
has become a symbol for genuine 
sterling all over the world. It is 
a trademark coveted by American 
manufacturers, who formerly sent 
their goods abroad to be marked 
by the Goldsmiths’ Company, of 
London, which has the right to 
affix this symbol. The growth of 
demand for American watches in 
England led recently to the re- 
fusal of this company to stamp 
American products with the Brit- 
ish hall-mark, and it was expected 
that these Yankee goods, being 
without the seal of sterling, would 
be barred in competition with 
British goods. An English judge 
has just decided that Ameri- 
can watches may be sold in Eng- 
fand without the hall-mark, as 
watches depend more upon their 
mode of manufacture than their 
materials. While English watches 
must have the mark, imported 
- are not subject to the same 
aw. 





— 
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Accorpinc to the Railroad Ga- 
gette the elevated railroads of the 
Borough of Manhattan (New 
York City) carry 200 millions of 
passengers yearly. This total di- 
vided by 365 gives a daily average 
nearly fifty thousand in excess of 
the half million mark. 





A TOMBSTONE in the churchyard 
at Greenwich, England (says the 
Michigan Tradesman), bears the 
following inscription: 

Here lies 
CLARINDA, 
wife of Joseph Grant, 
who keeps a chemist shop at 
No. 21 Berkeley Road, 
and deals only in the purest drugs. 


THE RELIGIOUS PRESS. 


The Little Schoolmaster is look- 
ing for a convincing argument 
why the general advertiser should 
be interested in the Religious 
Press. What seems to the writer 
to be the most convincing argu- 
ment for this is that families who 
take religious papers are usually 
the Lest and most intelligent peo- 
ple in their respective communities 
—thoughtful folk who have time 
enough on their hands to give con- 
sideration to other advertising 
matter than the light literature 
and news of the day which pre- 
vails; such people are naturally 
more disposed to read and digest 
advertising matter than are the 
others. Then, too, they are more 
inclined to give credence to the 
announcements that are found in 
the columns of such publications 
than in those of the secular press. 
They naturally think that the pious 
publishers of religious papers 
would not suffer their readers to 
be imposed upon by frauds or ad- 
vertisers of spurious goods, and 
would be led to believe that a gold 
mine would become an immediate 
dividend-payer, or a patent medi- 
cine a sure-curer if advertised in 
the columns of their church paper. 

The absence of anything yellow 
or clap-trap from a religious pub- 
lication is a sort of guarantee that 
its advertising columns are sub- 
ject to the same restrictions.— 
Edward N. Bunce, Publisher 
Christian Work, Bible House, 
New York, September 15, 1905. 








PRINTERS’ INK. 


Some of the best illustrations 
for advertising purposes made in 
this country are designed in Chi- 
cago. This is especially true of 
the cuts used by Spitz & Schoen- 
berg Brothers, manufacturers of 
clothing, of 238 Market street, 
Chicago, in a recent advertisement 
in the Clothing Gazette. 





A DEFENSE FOR LIQUOZONE. 

: Cuicaco, Sept., 16, 1905. 
Editor of Printers’ INK: 

Your issue of September 6th contains 
an article in reference to ‘“Liquozone” 
which is very unjust to us, 

You state that “Liquozone” seems to 
come in for more criticism than other 
proprietary articles. We have already 
sent you, as well as all other publish- 
ers, a circular showing the source of 
that criticism and the reason for it. 
The source is Charles Marchand, maker 
of “Hydrozone” and “Glycozone,” and 
the reason is business rivalry. 

In reference to our product being 
under the ban of. the Food Commis- 
sioner of North Dakota, we beg to state 
that “Liquozone” is regularly on sale 
there, and that the question between us 
and the Food Commissioner resolved 
itself into a question of putting the 
formula of our product upon our label. 
This is a provision which applies to 
nearly every proprietary article and 
one which we were very glad to com- 
ply with, and every bott'e of “Liquo- 
zone” in the future, whether made for 
North Dakota, or elsewhere, will have 
the formula complete on the bottie. 

We doubt if the proprietors of any 
proprietary medicine have gone so far 
as we have to meet the criticisms 
which are made of such medicines in 


eneral. We print our formula on our 
labels, also the main facts shown by 
analysis. 


We have on our staff of consu'ting 
chemists some of the foremost authori- 
ties, and every bottle of our product is 
made under their combined supervision. 
We have employed a corps of compe- 
tent men, physicians, chemists, bacter- 
iologists and attorneys, to pass upon 
every statement which we publish about 
“Liquozone.” We have done this not 
only to avoid any possible mis-state- 
ments, but to escape the possibility of 
any wrong inferences. Our policy is 
and always has been to publish no tes- 
timony, no evidences of cures, no 
svmptoms. Our trade comes solely 
through supplying the first bottle free. 
It comes from those who have tried the 
egy at our expense and who thus 

now what it does. Thus every user 
is permitted to continue the treatment 
for two months if he wishes at our 
financial risk. In these ways we try 
to arrange so that the only people who 
spend money for “Liquozone”’ are 
those who are helped by it. 

These methods should avoid unjust 
criticism if any methods will do it. 
Very truly yours, 

Tue Liguozone CoMPANY, 
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CANADA CREATES TWO 


NEW PROVINCES. 
is indebted to 
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Mr. W. F. Kerr, secretary and 
treasurer of the Leader Times 
Company (publishers of the Re- 
gina Leader) for a copy of the 
map issued by the Department of 
the Interior of Canada showing 
the re-districting of that portion 
of the Canadian Northwest Ter- 
ritories that lie nearest to the 
Province of Manitoba. The ter- 
ritory affected by the order that be- 
came effective September Ist em- 
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Assiniboia and the eastern half 
of the District of Athabaska, The 
110th meridian west from Green- 
which forms the dividing line be- 
tween the two new Provinces. 
Rowell’s American Newspaper 
Directory for 1905 lists the fol- 
lowing 58 papers, published in the 
territory embraced in the two new 
provinces: 

PROVINCE OF SASKATCHEWAN, 
Alameda: Dispatch, pee | 
Arcola: Moose Mountain Star, weekly 
Battleford: Saskatchewan Herald, weekly 
Carlyle: Herald, — 
Carnduff: Gazette, weekl 
Davidson: Leader, ae 
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braces the four districts formerly 
known as Athabaska, Alberta. Sas 
katchewan and Assiniboia. These 
four Districts have now been or- 
ganized into two Provinces, which 
will be known as the Province of 
Alberta and the Province of Sas- 
katchewan. The Province of Al- 
berta includes all of the former 
District of that name, the western 
half of the district of Athabaska 
and a small portion of each of the 
other two Districts. The Pro- 
vince of Saskatchewan embraces 
the major portion of the former 
Districts of Saskatchewan and 


Estevan: Mercury, weekly 

Gainesborough: Post, weekly 

Grenfell: Sux, weekly 

Indian Head: Vidette, weekly—Pratrie Hit. 
ness, semi-monthly 

Lumsden: News-Record, weekly 

— Creek: Signa/, weekly 

Melfort: Moon, weekly 

Moose Jaw: Signal and Soo Line Advocate, 
weekly—72mes, weekly 

Moosomin: Spectator, 
weekl 

Prince “Albert: Advocate, weekly—Saskatch- 
ewan Temes, weekly 

Qu’appelle: Progress, weekly 

Regina: Leader, weekly—Standard, weekly 
— West, weekly 

Saskatoon: Phenix, weekly 

Stoughton: Times, weekly 

Wapella: Post, weekly 

Whitewood: Hera/d, weekly 

Wolseley: Mews, weekly 


weekly — World, 
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Yorkton: Enterprise, weekly 
PROVINCE OF ALBERTA, 
Blackfolds: Mercury, weekly 
wea Times, weekly 
den: News, weekly 
Calgary Albertan, daliy~Morall, daily 
ton: Alberta "Star, maa 
oceans Reporter, week 
mee ‘ournal, ‘aily—Budletin, semi- 
weekly 
Fort Saskatchewan: Soporte, weekly 
Frank: Sentinel, weekly 
Innisfail: Free Lance, weekly 
Lacombe: Western Globe, weekly 
Leduc: Record, weekly 
Lethbridge: News, weekly 
Macleod: Advance and Southern Alberta 
Advertiser, weekly — Gazette an 
Alberta Live Stock Record, weekly 
Medicine Hat: News, weekly 
Okotoks: Review, weekly 
Olds: Gazette, Sallie Tracie, weekly 
Penhold: Reporter, weekly 
ee Creek: Rocky Mountain Echo, 
week ,,. 
Ponoka: Herald, weekly 
Raymond: Chronicie, weekly 
Red Deer: A lberta Adams, weekly 
snares Chronicle, weekly—Plaindealer, 
wee 
Wetaskiwin: Times, weekly 


The principal industries of Al- 
berta and Saskatchewan are min- 
ing, lumbering and the raising of 
wheat and cattle. The Canadian 
Pacific Railroad traverses the 
southern part of the two new 
Provinces. 





NEW MEDICAL RULING BY 
REVENUE BUREAU. 


The United States Internal 
Revenue has ruled that after De- 
cember 1 all manufacturers of pro- 
prietary medicines which are 
“composed chiefly of distilled 
spirits, or mixtures thereof, with- 
out the addition of drugs or me- 
dicinal ingredients in sufficient 
quantities to change materially the 
character of the alcoholic liquor” 
will have to pay the tax of $25 a 
year as liquor dealers. This is a 
reversal of the practice of the de- 
partment. It has heretofore ac- 
cepted the sworn statements of the 
manufacturers as to the ingre- 
dients. Hereafter this will be de- 
termined, not by the declaration of 
the manufacturers, but by Govern- 
ment chemists, who will go into 
the open market and buy proprie- 
tary articles under suspicion. Man- 
ufacturers may change their for- 
mula by adding enough compara- 
tively harmless drugs to bring 
their products within the scope of 
exemption, 





d the Niagara Paper Mills, 
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AccorpinG to the Shoe Retailer 
the shoe merchants of Bingham- 
ton, N. Y., have formed an Ad- 
vertisers’ Association “in order to 
escape the hold-up advertising 
man.” All scheme advertising, 
picnic and church programmes and 
write-ups have to be first endorsed 
by the association before mer- 
chants can take space. 





The Ambassador, published by 
Lock- 
port, N. Y., is a quarterly of sug- 
gestion for "those interested in pa- 
per and ink and their possibilities, 
The mission of the Ambassador is 
to show how the thing should be 
done, and any printer or adver- 
tiser who wants a source of in- 
spiration to aid him in evolving 
effective cover pages for booklets 
or catalogues cannot do_ better 
than send five cents to the Ni- 
agara Paper Company for a 
sample copy of the Ambassador. 








THE OAKLAND, CALIFORNIA, 


The Oakland and Cal. Herald is 
the only Oakland newspaper with a 
deposit of any kind to guarantee its 
circulation. 

The Herald has never, at any time, 
since its beginning carried less classi- 
fied advertising than one or the other 
of its competitors. 

The Herald is the only Oakland 
newspaper which does not bolster up 
its classified advertising by means of 
premiums and cash prize contests. 

The Herald has never done this at 
any time, and there has never been an 
issue of the AHera/d when it did not 
carry at least twenty-five per cent more 
classified advertising than at least one 
of our two competitors. The Herald 
adheres strictly to its card rates for 
classified advertising, and we believe 
that we can prove that both the com- 
petitors named do not make a busi- 
ness of charging card rates, and in 
the case of one of them, we believe 
that the card rates are a rare exception 
in the classified pages. 

THE OAKLAND “HERALD.” 








PRINTERS’ INK, 








MR, 


HARRISON S. MORRIS, 
THE PENNSYLVANIA ACADEMY OF THE FINE ARTS, NOW ART EDITOR 
OF THE “LADIES’ HOME JOURNAL.” 


PAT’S PATRIOTISM. 
An Irishman on returning home to 
his native land gave vent to his joyful 


feelings by exclaimin repeatedly: 
“Hurrah for Ireland! Hurrah for Ire- 
land!” much to the amusement of the 
passengers, but very much to the disgust 
of an Englishman on board, who fi- 
nally retaliated with these words: 

“Hurrah for Ireland! Hurrah 
Hell!” 

“That’s right,” answered Pat. 
“Every man for his own country.”— 

ies’ Home Journal, 


for 


UNTIL RECENTLY 


‘FLIRTING WITH THE EDITOR. 


A lady came into the office one day 
this week and asked if the editor was 
in. 
We said we was him. P 
“How much do you charge for ad- 
vertising a lost dog?” she asked. 

“Ten cents a line,” we answered. 

“Well, said she, “I though I would 
have to advertise for my little lost dog, 
but it returned this morning.” And out 
of the office she went like a flash to 
get another kiss from her dear lost 
doggie.—Toole (Utah) Transcript, 
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Mr. WAttAce C. RICHARDSON, 
Temple Court, New York, says 
that prosperity has not only hit the 
farmer but it has hit the farm pa- 
pers as well. The September 15th 
issue of the St. Paul Farmer car- 
ries over eighty columns of clean 
advertising. Last year the corre- 
sponding issue had fifty-one col- 
umns. This straw shows which 
way the wind is blowing“in the 
advertising world at the present 
time, 





In advertising the West Mich- 
igan State fair, the Michigan 
Tradesman, of Grand Rapids, lays 
emphasis on the value of such ex- 
hibitions to all progressive mer- 
chants. Fairs enable the man or 
woman, buyer or seller, to keep 
posted not only on what is new 
in goods, but what is new in the 
people. The advertising occupied 
the front cover of this journal 
prior to the opening, and was of a 
decidedly broad character. 





NEW TOBACCO COMPANY. 


Under the laws of New Jersey, 
the National Cigar Stands Com- 
pany was recently incorporated 
with a capital of half a million 
dollars. The incorporators are L. 
K. Liggett, president of the United 
Drug Company, of Boston; George 
C. Lyon, of the Hall & Lyon Co., 
which operates a chain of drug 
store in New England; and W. 
C. Bolton, a prominent Brooklyn 
druggist. Mr. Liggett is president 
of the new company, Mr. Bolton 
secretary and Mr. Lyon treasurer. 
The principal office of the com- 
pany will be in New York City, 
with branches in Boston, Chicago, 
San Francisco and Havana, Cuba, 

The business of the National 
Cigar Stands Company will be 
conducted on the co-operative plan, 
and its object is to enable drug- 
gists who are stockholders in the 
company to buy cigars and other 
tobacco products at reduced prices. 
The National Drug Company, or- 
ganized by Mr. Liggett two years 
ago, now numbers among its mem- 
bers druggists in a_ thousand 
cities and towns of the United 
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States, and the business of manu- 
facturing and selling the “Rexall” 
remedies—the general name ap- 
plied to all the products of the 
United Drug Company—is said to 
have been very profitable. The 
National Cigar Stands Company 
while entirely a separate organi- 
zation will number among its 
members substantially the same 
druggists who are now stock- 
holders in the older company. 
Nearly every drug store nowadays 
handles cigars as a side line and 
it is anticipated that through co- 
operation the members of the 
National Cigar Stands Company 
will be able to purchase cigars and 
other tobacco products much more 
cheaply than the individual dealer 
could secure them in the open 
market. In a recent newspaper 
interview Mr. Liggett is quoted as 
saying: 

** A difficulty under which every cigar dealer 
has had to labor is the unnecessary na] waste- 
ful profits on cigars purchased in the regular 
manner. I have had experience in several lines 
of merchandizing, and have been accustomed 
to the profits of manufacturer and jobber, and 
even the broker, but the cigar business carries 
the heaviest load of any of them. Just consider 
these facts fora moment. The Cuban planter 
= his tobacco and harvests it. A leaf 

uyer comes along, buys it and takes it to the 
nearest town and stores it in a warehouse. In 
time he sells it toa leaf broker who in turn 
sells itto a manufacturer. Then the manufact- 
urer rolls the tobacco into cigars and turns the 
finished product over to a distributor who sells 
it to a jobber. a the dealer gets it, laden 
with six profits, to sell to the consumer, and 
the dealer must make a profit on it himself. 
The result is that money that ought to have 
been expended in making a better cigar is dis- 
sipated in unnecessary profits. 

“The National Cigar Stands Company is 
organized to meet these conditions and to 
change them so that the smoker and the drug- 

ist who sells the cigars will both be benefited. 

have recently returned from Cuba, where I 
arranged to take the entire output of several of 
the most important cigar manufacturers in 
Havana, and later I arranged with the leading 
makers in the United States to take their entire 
output also. The National Cigar Stands Com- 
pany, like the United Drug Company, will 
operate on what virtually amounts to a co- 
operative plan, charging its members only a 
small percentage above cost to pay for the 
handling of the is means that the 
druggists who belong to the National will be 
able to sell cigars to their customers at prices 
actually lower than the jobber now pays, or at 
a cut in price of from thirty-three and one third 
to fifty per cent.” 


The new company it is said will 
advertise liberally, the Ben B, 
Hampton Co., 7 West 22d street, 
New York City, having been sel- 
ected as the agency through which 
the business will be put out. 
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Tne American Real Estate Co., 
290 Broadway, New York, is car- 
rying on a line of extensive mag- 
azine advertising, the business 
being placed by the Ben B. Hamp- 
ton Co., 7 West 22nd street, New 
York. 





Tue Evening Star Publishing 
Company of Anniston, Ala., an- 
nounces that a Sunday morning 
edition of the Star will be issued 
commencing on October 1st. The 
new. edition will take the place of 
the Saturday evening edition is- 
sued heretofore. The paper will 
contain from 20 to 30 pages and 
will give complete telegraphic 
news service in addition to a mag- 
azine and comic section. 





A NEW SPECIALTY STORE. 


The building at the southwest 
corner of Fifth avenue and 23d 
street, formerly occupied as a 
branch office of the Herald, has 
been remodeled and opened as a 
specialty store for women’s outer 
apparel by the Sommers Corpora- 
tion, and will be known as 
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apparel of women, excepting shoes, 
will be found. The first floor will 
be given over to waists, furs and 
petticoats, the second to suits and 
costumes, the third to skirts and 
coats, the fourth to millinery, the 
fifth to a buyers’ sample room, the 
sixth to fitting and reception 
rooms and administration offices, 
and the seventh to the alteration 
room, where 100 persons will be 
employed. The president of the 
corporation is P. Rosenthal; vice- 
president and secretary Max Som- 
mers, and the treasurer L. Men- 
delson. As general assistant, hav- 
ing much to do with the buying 
and the employing, is Miss Caro- 
lyn Schenck, who has had long 
and valuable experience in promi- 
nent retail stores in Philadelphia. 
The ‘store will bear comparison 
with any in the United States deal- 
ing exclusively with women’s outer 
apparel. Mr. Sommers has been 
familiar to the retail trade of New 
York as manager of the women’s 
garment department of one of the 
largest stores in this city, and his 
associates are two citizens of De- 
troit for whom their home town 
has become too small a field. 





“Sommers’s.” Every sort of outer 

















The large wall of the Rogers, Peet & Co. building, facing Union Square, has been 


painted with a new design 
years ago an impressionistic landsca 


which gives it the appearance of a row of o'd Dutch houses. 
was painted on this wall in light colors, and attracted so 


Two 








much attention that it was specially photographed for the London Tatler and afterwards 
reproduced in numerous American publications. Painted walls of this sort, are somewhat 
common in Europe, but not on so greata scale. In many foreign cities vines and trellises 
hide blank walls, and where the pro ~owner cannot afford the real thing an imitation is 
painted. The Rogers-Peet wall is a form of indirect advertising, partly, but the design’s chief 

pose is to mask the blank wall and harmonize it with the park surroundings of Union 
| omy Both designs were drafted in miniature by a well-known New York painter, working 
oy a = from the Cheltenham Press, and the wal] painting was undertaken by the 

» Gude Co, 
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C. E. SHERIN, advertising agent, 
is reported as having filed papers 
in bankruptcy per se. 





A MAGAZINE THAT REACHES 
THE PRIVATE OFFICE. 


The September issue of System 
appeared too late to be included 
in the monthly magazine sum- 
mary of Printers’ INK, but it 
carried 157 pages of advertising, 
exclusive of the publishers’ own 
announcements, and had it been 
placed where it rightfully belong- 
ed the first ten magazines for 
September would have stood: 

Pages Ag. Lines 





System ...cccccccsscsccccce 157 35,168 
Ware's conse cccveccsee 153 34,384 
Review of Reviews.....++ 129 = 29,029 

Country Life in America 
(cols, ppbdeeceseeee coos 058 26,614 
DD ss sc ccnetwnnasese 114 —- 25,536 
National — (Aug. ). 108 24,192 
Sunset (August)......++00 104 23,296 
4 Se el t onthly.. bocewons Ior = 22,740 
spose etubowoees Or 22,661 

Toadies” ‘Heme ‘Journal 
i isaxneseseusnsate 103 20,600 


System is an interesting publi- 
cation. All the advertising in this 
issue, which is a normal number, 
looks very much alive, as though 
the advertisers had no doubt 
about getting returns. Yet Sys- 
tem claims a circulation of only 
60,200 copies for the September 
issue, and a year ago its circula- 
tion was only half as much— 
Rowell’s American Newspaper 
Directory credits it with a month. 
ly average of 33,750 for the year 
ending ‘with February, 1905. 

Less than five years ago System 
was a pamphlet, published by the 
Shaw-Walker Company, an office 
appliance company in Muskegon, 
Michigan, with a _ circulation of 
15,000 copies among business men 
and _ prospects. It was _ the 
practice to insert every month an 
article on business methods— 
hence its title. These articles 
soon became more important in 
the eyes of readers than the cat- 
alogue, so in June, 1903, the pub- 
lication was moved over to Chi- 
cago and divorced from the Shaw. 
Walker Company altogether. The 
System Company was formed to 
publish it, with A. M. Shaw at its 
head. Mr. Shaw found that he had 
a pechant for publishing and ad- 
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vertising. System has not yet lived 
down the impression that :t is the 
magazine of the Shaw-Walker 
Company. But there is no con- 
nection whatever between them 
now, nor has there been any since 
1903. It is an independent pub- 
lishing property. 

Freed of its early association, 
the magazine was developed edi- 
torially, and immediately began 
to grow into favor. The first is- 
sue published in Chicago had 64 
pages, 15,000 circulation and an 
advertising rate of $64 a page. 
Three months later, in September, 
1903, it had grown to Ioo pages, 
In January, 1904, it had reached 
132 pages, in March 182 pages, in 
May, 1904, it began to print in 
color, and last January an East- 
ern editorial and advertising office 
was opened at 1 Madison avenue, 
in. charge of Kendall Banning, 
managing editor, and E, . 
Crowe, advertising manager. The 
September issue this year has 282 
pages all told, the advertising rate 
has now advanced to $100 a page, 
and the newsstand price is twen- 


ty cents, 
There is not much _ mystery 
about System’s notable growth. 


It is a highly specialized technical 
magazine, dealing with business 
systems and methods, and has 
covered this subject so thorough- 
ly that, it has made its own clien- 
tele very rapidly. According to 
Mr. Banning, who gives the above 
facts, this magazine reaches the 
executive head of the average large 
business. It goes to the man who 
plans rather than to clerks and 
bookkeepers. It deals not alone 
with card systems, but with 
salesmanship, office appliances, 
business policy and the whole 
executive end of business man- 
agement. In fact, not more 
than ten or fifteen per cent of its 
articles deal with card systems, 
and in interpreting this much- 
abused word—system, it preaches 
simplicity, demonstrating that too 
much system is far worse than 
none at all. Its circulation 
reaches manufacturers and large 
retailers first. Bankers stand 
third. Fully half of its articles 
and almost half its advertising 
are secured in the East. 
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Bricnt & Verree, Inc., Tribune 
Building, New York, and Boyce 
Building, Chicago, now represent 
the Dayton, O., Journal. 








IS THE SIX CENT SUNDAY 
NEWSPAPER COMING? 


_ In Prrvters’ Inx for Septem- 
ber 20 the following appeared: 


General Charles H. Taylor, publisher of the 
Boston G/ode, believes that the six-cent Sun- 
day newspaper is not only feasible but that it 
is the only means whereby the Sunday issue 
can continue to be published on present lines. 
Thirty years ago when the first Sunday news- 
papers were evolved, they were seldom larger 
than four pages and sold for five cents, the 
same price as the present blanket sheets of 
sometimes more than one hundred pages. The 
Sunday newspaper has grown enormously 
since then General Taylor says, not only in 
size and in the cost of making but also in the 
cost of handling. The present expense of 
transportation alone, if it could be saved, 
would represent a profit larger than the av- 
erage profit on the Sunday newspaper to-day. 
The newsdealer gets a very small percentage— 
so small that in many of the outlying towns of 
New England, the Boston Sunday papers are 
now sold at six cents, W7th all this growth in 
size and cost there has been absolutely no in- 
crease in the retail price. General Taylor 
believes that the price of the Sunday newspa- 
per all over the country should raised 
simultaneously to six cents by agreement, or, if 
this is not done, that the newspapers of some 
one city should agree upon the six cent price 
and adopt it. He says that an increase to six 
cents would not make a difference of one 
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thousand copies in the circulation of any Sun 
day newspaper in the country, provided all its 
competitors went up to the same price. This 
is demonstrated by the fact that where news- 
papers have raised their price from three cents 
to five cents, there has been practically no 
decrease in circulation provided the papers 
were worth it, 

This is an expression of opinion 
about the feasibility of raising the 
price of Sunday papers to six cents, 
Printers’ INK should like to have 
opinions on the subject for pub- 
lication, 

Do you think the six cent Sun- 
day paper is possible in your local- 
ity? 

Would the publishers of your 
city be likely to agree upon an in- 
crease to six cents? 

Do you think that an advance to 
six cents would materially de- 
crease circulation? 

Do you not think such circula- 
tion as would be lost by such a 
move would be of a kind not par- 
ticularly valuable to advertisers? 

The cost of the Sunday paper 
so far, in its development from a 
four page paper to one of between 
25 and 100 pages, has fallen large- 
ly upon advertisers. Do you not 
think it time now to make the 
public pay for part of its Sunday 
paper? 











WERUYLER © WELLS, vice Premier net Seamtany, 
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Mr. M. C. Watson, special rep- 
resentative of newspapers with 
offices at 1509 Home Life Insur- 
ance Building, 256 Broadway, has 
been appointed representative of 
the Richmond, Indiana Item. 





A new monthly journal dealing 
with advertising, publishing and 
agency matters in’ Boston, known 
as the Boston Press, is published 
by Irving P. Dodge, that city. 
Mr. Dodge is an advertising agent 
in the building of the Boston 
Journal, and places many -well- 
known accounts. 





AN UNAVOIDABLE INFER- 
ENCE. 

The Marion, Indiana, Leader 
claims to be the only newspaper 
in its town that has no press-room 
secrets, and by way of proving that 
it has nothing to conceal sends out 
to advertisers, both local as well as 
foreign, a pass admitting bearer 
to the press-room—‘“good any 
time.” In a letter to Printers’ 
Ink, Mr H. Van Trump, business 
manager, writes: “The Leader 
maintains an “Open Door” policy 
and believes that the buyer of ad- 
vertising space has a right to know 
the quantity of his purchase.” 

There are three daily papers 
published at Marion, Indiana, all 
of. which have at one time or 
another furnished detailed state- 
ments of circulation to Rowell’s 
American Newspaper Directory. 
In 1897 the News-Tribune and the 
Chronicle of Marion, made detail- 
ed statements of circulation and 
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the Leader made none. In 1899 
none of the three papers responded 
to the request for information re- 
garding their respective circula- 
tions. In 1899 the News-Tribune 
was silent but the Chronicle and 
Leader both furnished statements, 
the Leader’s circulation being then 
2,300, or about 400 copies less than 
the circulation of the Chronicle. 
In 1900 and 1901 no statement of 
circulation was received from any 
of the Marion papers. In 1902 the 
Chronicle was still pursuing a 
policy of dignified silence but the 
News-Tribune and the Leader fur- 
nished detailed statements of cir- 
culation. The Leader’s circulation 
was now 3,750 as against 2,300 in 
1899, but the News-Tribune’s 
statement showed an average of 
3,048, beating the Leader by a 
scant 200 copies. Not discouraged 
the Leader then adopted the policy 
of making a detailed statement of 
circulation to the Directory every 
year and was able to show an av- 
erage daily circulation of 5,295 in 
1903 and 5,635 in 1904, which is 
the rating given in the Directory 
for the current year. Curiously 
enough at the same time that the 
Leader definitely adopted the open 
door policy the Chronicle and 
News-Tribune became converted 
to the idea that a newspaper’s cir. 
culation is nobody’s business but 
its own, and for the past two years 
the editor of the Directory did not 
receive a statement from either 
which would have entitled them to 
a circulation rating in Arabic fig- 
ures. The inference is that the 
Leader leads in Marion, 











tise, ma 
Classifie 





"THE daily paper in any city carrying the bulk of classi- 
fied business might be compared to that city’s main 
street. The people congregate on both, though the 
reason is often difficult to fathom. Classified advertising 
in a daily paper is an indication that the most aggressive, 
business-like portion of the community uses it to further 
their affairs, and because they do, all the business-like, 
aggressive people in that community who do not adver- 
be reached through that paper as readers. 
advertising not only makes circulation, but 
the most alert, productive kind of circulation.—C. J. Z. 
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Tue Panama Mail is a new 
monthly magazine of good appear- 
ance which will deal with news in 
the Panama Canal zone and en- 
deavor to inform American in- 
vestors of opportunities down 
there. It is published by the Pan- 
ama Mail Publishing Co., 11 
Broadway, New York. A com- 
mercial museum of Panama prod- 
ucts is to be installed at the New 
York office, and besides promoting 
American trade on the Isthmus the 
publication will give attention to 
the west coast of South America. 





THE “DELINEATOR’S” 
NEWSPAPER AD- 
VERTISING. 


The newspaper advertising of 
the Delineator this fall and winter 
is to be prominent for the size of 
space used in leading newspapers 
throughout the country, as well 
as for the number of cities cov- 
ered. It began September 15, and 
will appear in 160 newspapers tntil 
after the holidays. The ads meas- 
ure 1,000 lines clear across the 
page, coming out the day the mag- 
azine itself is on the newsstands, 
and are followed a week later with 
500 line announcements. In a few 
of the largest cities full pages are 
used. Thirty-four States are cov- 
ered, and over eighty separate 
cities. This advertising of the De- 
lineator always appears at this sea- 
son, but this year is to be more 
extensive than ever. Heretofore 
only subscriptions and newsstand 
circulation have been sought, but 
in the campaign now under way 
Ralph Tilton has made a feature 
of the Delineator’s own advertis- 
ing. “An advertiser is known by 
the company he keeps,” he said re- 
cently. “In the Delineator he 
keeps the best of company, for 
advertisements must be reasonable 
in their statements as well as clean 
and ‘honest before we accept them. 
Advertising of this character is 
just as important to the reader as 
fashions or literary articles, and 
in our newspaper campaign we 
emphasize it as a feature. The 
color advertising will also be 
featured in this subscription cam- 
paign.” 
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THE PERSONALITY OF 
MARSHALL FIELD. 


One of the ruling characteristics 
of Marshall Field, the Chicago 
merchant, is his intolerance of de. 
lay in any purpose, says the New 
York Tribune. Cost is of little 
consideration with him, provided 
he has decided in his*own mind 
that the end he seeks is desirable. 
At such times he becomes impa- 
tient to do things for himself, It 
is related that when extensions 
of his mammoth retail estab- 
lishment were contemplated a 
certain lot in State street was 
essential to the improvement. 
The property was owned by two 
men who were antagonistic to 
Mr. Field, and had pledged each 
other that they would never sell to 
the merchant prince. He knew of 
this determination and machinery 
was set in progress by which the 
property was ostensibly to be sold 
to Philadelphia people. Only one 
of the owners was in Chicago, 
however, and while terms were 
agreed to it was necessary to await 
the return of the other owner 
from Europe before the papers 
could be completed. Mr. Field 
would not listen to delay, but went 
personally to the resident represen- 
tative of the property, explained the 
subterfuge, offered $65,000 more 
than the price previously agreed to, 
cabled the man in Europe, and in 
a day or two had secured the cov- 
eted title. Another heavy real 
estate transaction in which Mr. 
Field figured in personally was the 
one by which he relieved Levi Z. 
Leiter, his former partner, of the 
ground now occupied by Carson, 
Pirie, Scott & Co., his chief rivals 
in Chicago trade. Prior to 
Leiter’s retirement from the firm 
of Field, Leiter & Co., there had 
been differences between the part- 
ners that left a coldness not only 
in business matters but in the so- 
cial life of the two families for 
years. When the Joe Leiter wheat 
deal was in the throes and his 
father, Levi Z., went to the rescue, 
some of the heaviest financial In— 
terests of the city were called into 
council to help straighten matters 
out. The amount of ready cash 
required for immediate use was so 
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great that it was recognized that 
Mr. Field was the only man in the 
city in a position to furnish it. Mr. 
Leiter would not seek a loan from 
his old partner, but agents were 
authorized to offer for sale the 
choicest piece of property he had. 
The offer was made to Mr. Field’s 
agents, but when he heard of it he 
took charge of the deal personally, 
and in the course of twenty-four 
hours turned over considerably 
more than $2,000,000 cash for the 
title. A peculiar result of the 
transaction was to make Mr. Field 
the landlord of a leading rival in 
the dry goods trade. 

While the firm of Marshall 
Field & Co. is one of the leading 
exponents of the value of publicity 
in business, Mr. Field is averse to 
any form of personal exploitation 
or public mention of his family af- 
fairs. It is a recognized unwritten 
law of all his establishments that 
no one there is supposed to know 
anything personally of Mr. Field. 
When he is supposed to be in Chi- 
cago, some dispatch from abroad 
may give the information that he 
is in Europe. Unexpectedly he 
will appear at his Chicago office 
and drop into the current of af- 
fairs without desiring that his 
presence or absence should make 
any difference to any one of his 
associates or people connected 
with the establishment. He will 
disappear again as suddenly, and 
may next be heard from in Mexi- 
co or at some of the New England 
resorts which he likes to frequent. 

It is recalled that a number of 
years ago, when Mr. Field was 
contemplating the gift to Chicago 
of a large sum for public purposes, 
the information was given to the 
public prematurely and was print- 
ed in exaggerated form. The re- 
sult was the ultimate retirement 
from the firm of one of the older 
partners, who had long been look. 
ed upon as Mr. Field’s personal 
representative. It is a byword in 
the trade here that every partner 
Mr. Field has ever had retired 
from the firm with at least $1,- 
000,000. By some it is said to be 
an unwritten law of the house 
that they should retire when they 
have $1,000,000. And when they 
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do go, by a prior agreement their 
stock interest in the house always 
reverts to Mr. Field or trustees, to 
be turned over to the next fortu- 
nate individual who may be taken 
into the partnership. It is under- 
stood that only two shares of the 
stock of the great business are not 
in Mr. Field’s name. These are 
the shares that are turned over to 
the partners as they are taken into 
the business, and revert again to 
the firm upon their retirement. 
One of these shares is said to be 
the property of the managing head 
of the wholesale house, while the 
other is the perquisite of the man- 
ager of the retail store. 

In Chicago Mr. Field maintains 
his private office at the wholesale 
store of the immense establish- 
ment of which he is head. He 
makes a daily visit to the retail 
house in the periods he is in Chi- 
cago. He usually arrives direct 
from home between 9.30 and Io 
o’clock every morning. He goes 
down the main aisle of the estab- 
lishment, cordially greeting em- 
ployees who catch his-eye and fre- 
quently stopping to speak to some 
of the older employees with whom 
he has come in personal contact. 
He has a room on the fifth floor 
in the executive department of the 
establishment, in which he receives 
department chiefs. After these 
conferences he frequently makes 
tours of inspection through the 
different parts of the house. 


TO KEEP TRACK OF 
RESULTS. 


A specimen page from the “Ad- 
vertisers’ Result Record,” a loose- 
leaf blank made by the Calvert 
Supply Co., Baltimore, shows 
compact arrangements for taking 
care of results for a whole year on 
a single leaf. Spaces are provided 
for name of publication used, key 
number of ad, rate and discount 
for the advertising, term of con- 
tract, manner of placing, etc., and 
a daily entry of all inquiries and 
orders resulting therefrom. The 
company claims for it a compact- 
ness possessed by no other record 
of its kind, and says it shows ab- 
solutely what each advertisement 
is producing. 
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Tue advertising manager of the 
Minneapolis Journal writes: 

Beginning October 1st the Minneapolis 
Pome | have a regular Sunday Morning 
edition, For more than a quarter of a century 
the Yournal has been the leading evening 
newspaper of Minneapolis, and a Sunda) 
edition comes as a result of the peculiar condi- 
tion of affairs in the Sunday field in the North- 
west. In St. Paul there is but one Sunday = 
per, and Minneapolis has practically had but 
one for several months. The Sunday Journal 
will have a circulation of 68,000 from the very 
outset. 


Pusiic Service CorPporATION OF New 
ERSEY, 
Advertising Department, 
Newark, N, J., Sept 11, 1905. 
Editor of Printers’ INK: 

Enclosed we are handing you the Fall 
series of newspaper advertisements for 
gas heaters and gas light, which have been 
sent out to the local newspapers in our terri- 
tory. Yours “7 tru ys 

. W. Les, 


Adv. Department. 








The 
Children’s Hour 


Th i y time, 
are beginning to have a chill that 
welcomes a small fire but does not 
warrant the starting of the furnace. 
‘This makes a Gas Heater a necess- 
ity. Consuming a small quantity of 
gas it throws out a large amount 
of heat and can be turned on and 
off at will, We sell small 
stoves at $1.50, including tubing 
and can be 


irom room to room. 








“STUDY TIME 


School has begun in earnest. and nearly every 
boy and girl has some home work to do. Good 
light means good eyes. We want to ¢o-operate 
with you to ge: the best lighting results. Look to 
your gas burners. If your ordinary burners need 
renewing inform the office and we will furnish 
them to you freo. A Welsbach Burner is synony- 
mous of perfect light. Best Manteis, 15 cents 
and upwards. ee 


Gas Department Public Service 





is a description of the world and its inhabitants. 
A knowledge of it is as essential to a well- 
equipped mind as is good light to the well- 
equipped home. Cas offers the best means of 
lighting. A Welsbach burner gives the ideal light 
by which to read or study. It furnishes a perfect 
iMuminant for the library. We sell the best Wels- 
bach Mantles for 15 cents and upwards. 
Ordinary burners renewed free. 


Gas Department Public Service 

















The 
Co-Between 
‘Midway between the 
hen 
warm, 


and 1 
" Winter ones, when the furnace 
makes an effort to do the same 






thing, there is a. chilly spell. 
Then it’s up to the Gas Heater. 
The Gas Heater is a small 












cylinder litts 

much heat. We sell them at $1.50 including 
cénnections and tubing. They are portable and 
can be used in any room during a cool morning or 
chilly evening. 
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IN THE 
FAMILY 
CIRCLE 


There is nothing which 
can bring more real com- 
fort into the home this 
time of year than a Gas 
Heater. It takes off ‘the 
chill of the bedroom in ‘ 
the morning, the. sitting . | 
E room during the day and ¢ 
4 

A 
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the bath at night, or vice + KG 
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versa. Weare selling them 
for$1.50, connectionsand ne 
tubing free, a Hi 
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THERE is no limit to the busi- 
ness that can be created by good 
advertising in the right mediums 
at the right time. 





NOT BAD. 


Moore’s Monthly Messenger for 
September contains a suggestion 
that business men generally may 
profit by. _ : 

“If there is any truth in the well 
known adage—‘A Bird in the Hand 
is worth Two in the Bush’” says 
the Messenger, “it certainly be- 
hooves business men to watch care- 
fully the bird in the hand and see 
to it that it does not escape into 
some other fellow’s hand. It is 
generally much more difficult to re- 
gain a customer after he is lost 
than it is to keep him. Undoubt- 
edly one of the best ways to keep 
him is to show him by every move 
and action that you want to keep 
him. 

“One of our readers submits the 
following clever method of show- 
ing customers that their patronage 
is appreciated and that more of it 
is desired. When the bookkeeper 
makes out his statements at the end 
of the month he includes those that 
have not bought for thirty or sixty 
days, and whose accounts are 
closed, merely writing the name 
and address at the head of the 
statement blank. Meanwhile a few 
lines is written by the Sales Man- 
ager, and a mimeograph stencil 
made from the copy. It is then 
only necessary to hand the state- 
ments to the office boy, who runs 
them through the mimeograph, ad- 
dresses the envelopes and mails 
them.” ‘ 

When the blank statement is re- 
ceived by the former customer he 
finds written across the face of it 
something like this: 

We regret that this statement is 
biank and if there has been anything 
unpleasant- in connection with the 
handling of your account, that is lead- 
ing you to place your orders elsewhere, 
we hope you will tell us of it and give 
us a chance of correcting it. We are 
anxious to obtain a larger share of your 
business and we are enclosing some 
small folders which may possibly in- 
terest you. 

Next month we hope that we may be 
able to enter quite a neat little column 
of figures on this blank. "t we 
count on you? 

Yours very truly, etc., etc, 
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Accorpinc to Motor, the largest 
single advertising order ever 
placed by any motor car concern in 
the United States was that given 
A the White Sewing Machine 

mpany, of Cleveland, manufac- 
turers of the White car, to the 
chain of Hearst newspapers, The 
advertisement occupied an entire 
page in each of five Sunday papers 
—the New York American, the 
Boston American, the Chicago 
American, the Los Angeles Exam- 
iner and the San Francisco Ex- 
aminer. Motor adds that “the 
daily newspaper is well adapted to 
supplement the advertising printed 
in magazines and special publica- 
tions, because its circulation is 
largely confined to the cities where 
the motor car is used for business 
and pleasure to a much greater ex- 
tent than in the country districts.” 

—~+»___—_- 
HE LIKES IT. 

Rep Bank, N. J., Sept. 13, 1905. 
Editor of Printers’ Inx: 

In reply to your communication re- 
garding Printers’ INK which Mr. Cook 
so og | subscribed to for us, wish 
to say that we have received the first 
copy and read it with great interest. 

Yours respectfully, 


Joseru Satz, 
Dry Goods and General Merchandise. 


A FORCEFUL SIMILE, 

Tue Naturat Foop Company. 
Department of Publicity. 
Nracara Fats, N. Y., Sept. 19, ’os. 

Editor of Printers’ Ink: 

We are in receipt of your card No. 
2,428, which you have sent us under 
date of Sept. r1th. To try to do with- 
out Printers’ INK would be like a 
breakfast without Shredded Wheat. 
You may by a‘l means count on us for 
a full year’s subscription, for which 
check will be sent you promptly upon 
receipt of bill. Very truly yours, 

Tue Naturat Foop Company, 
By Geo. Slate. 
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THE WANT-AD MEDIUMS. 

Fort Wortn, Tex., Sept. 11, 1905. 
Editor of Printers’ InxK: 

We inclose herewith the list of 
“want-ad” mediums that appeared in a 
recent issue of your publication. 

Every classified medium in the State 
of Texas of any note was included but 
the Telegram, yet the Telegram carries 
more classified business than the only 
other Fort Worth paper mentioned, by 
from two to five columns daily, and 
carries more than any other paper in 
the State daily, with the exception of 
the Dallas News and the Houston Post, 





Yours very truly, 
Tue Fort WortH “TELEGRAM.” 
By Chas. A. Myers. 











PRINTERS’ INK. 


Advertisements. 
All advertisements in “ Printers’ Ink” cost 


twenty cents a line for each insertion. $10.40 a 


line 1. Five per cent discount may be 
deducted if ; —_ yo m osname of "pol. 
'y_contra 


wholly in advance of first publication 
y Type and wie * thout 
asked for jy RAE ai pk 
‘price will be . % 
° WANTS. 
WW 4etz> to lease try or weekly, 
in town, by an ex; enced news 


paper man of proven en ab: ST.» Printers’ Ink: 
‘(HE circulation of the New York World, 


Cg Fe ey I yO any other 
100,000 copies per day, 
W 4AXTED- Experienced s salesman for h- 
class prin Catalogs a A 
Good estimator. territory. GRIF - 
STILLINGS PRESS, Boston, 3 Boston, Mass. 


Ppossrions open for competent yywanener 
booklet. oy ab Wararen MEN’S EX- 
Main 8t., Springfield, Mass. 


CHANGE, 368 
‘OR —e |) Monoline Typentiing Ma- 
chines, sold and 
to THe EVENING TIMER St John, 


aes for a 4 om prices for one or all. 


NCERNING TYPE—A Cyclopedia of Kv 
Ge aget gona for the: on-Printer 4 Adver- 
ng 


wanted A.8.% 8. ARNEL: FARNELL, 150Nagee hanya N. WY 


pr nal STOCK WA WANTED—The adver- 
tiser desires to purchase a valuable in- 
terest in an established atally. Xe Republican or 
—— Address “ * Printers’ 


ANTED 8 thoroughly « ¢ busi 


- scot 
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ANTED—Clerks and others with common 
school educations only, who wish to quai- 


ify for reaay positions at 1 Seek and over, to 

write for free copy of prospectus and 
endorsements Li — or auaceras. every- 
hy ore 4 


g.000 lace, another 
‘The 


Ly . 
“4 Sithtne and any 0m io New York owes his _ 
my teachin, 


cess within a few months to zs. De- 


mand exceeds su} supply. 
GEORGE H. ELL. Advertising and Busi- 
ness Expert, 1467 Temple Co Court. New York. 


@===Position Wanted. 
A young married man of ability and pleas- 

ing personality, with excellent habits, good 
reputation, several years of business train- 
ing and Al ref. es, desires jon as 
Assistant Advertising Manager. Must be 
ample opportunity for advancement. Grad- 
uate of George H. Powell School of Adver- 
tising. Willing to start on moderate salary 
until ability is demonstrated. Address “F.,” 


care Printers’ Ink, j 
ADVERTISING MEDIA. 


ARDWARE ae age MAGAZINE Cireu- 
lation 17.500(@©). 253 Broadway, New York. 


es EVANGEL. 
Scranton. Pa. 
Thirteenth year; 20c. agate line. 
NY person advercisiag in PRINTERS’ INK to 
the amount of $10 or more is entitied to re- 
ceive tne paper for one year 
Recount 1,200 homes in Troy teeg é oy Central .-- 
ally” Bails ay a. using the RECORD. 
to ‘t00 homes in ae 
} Delve ry Mg Rate, 2-7c. line, net. 


CP ishooes: Tenn, sis ci PRESS. Chat- 




















hly competen 
for an established farm journal 
—one whe i take a ror oy Best West- 
weanity- Address = 
once, “C. D f.,” 314 Kar b Bik., Omaha, Neb. 


SOLOMEVE and Maly igient syndicate 

le, banks and 

estate ~ a roe twos ooo Adver- 

tiaing departments of should 

send t for rates and specim: X 86, Los 
Angeles, Cal. 











A™ ee and manager seeks 
Exce 








ak, care ion os merited. “ 
care of Printcrs’ Ink. 














veer. ADVERTISER and and metevter dealer 
WESTERN MONTHLY, an ad- 
gusine,. Largest circulation of a of — 4 


aavertisin pe on 
wee WESTERN MONTHLY, 81 Grand 
Ave., Kansas City, Mo. 
ANTED, by large New ~~ York Bastard ~ nut 
clever corresponde t, with advertising 
training, executive a some knowledge 
of new: er td] and conditions. Address, 
with ful experience, etc., 
“CHL S., Printers’ Ink. Ink. 
W ag yen compositors, stone hands, lino- 
Steady, progressive posi- 
ions rovailing ing wage scaies guaran- 
teed to competent non-union men in open ahope, 
Ambitious yo young men, cbaracter and 
» whose erences Will stand strict inves- 
an eand tales Tg ge ph oe +4 


in 
in 3 positions. a pl 7 gO MAC- 
cman 320 Broadway, New Yo m 1304. 
wes filled 1.12% positions last rete Could 
a have filled more if we could have found 
1903 w: i 3 = over 25, 
high-grad Ce roy ties. ositions D 
o0 ear now open for phon 
Offices in eudlve, Clerical and, Tech. 
jes. - 
aan “it you are a ca je man, write for 
and DS (inc.), Brain 
Suite 511, 309 Broadway, New York. 


-» 92.152 circulation ran- 
readers. Sed 


teed, prove! = medium 
South for mail-o er and gene eral advertising. 
Rate, i5 centaa line for keyed ads. No proof, no 
——_+o)>———— 
DISTRIBUTING. 
eTRIBUTING in the Southern States pro- 
uces results that are entirely sati: ry 
advertisers who place their contracts with the 


Bern. Write CHAS. BEKNARD, 
1516 6 Tribune Building. Chicago. 





PRINTERS, 


RS. rite R. CARLETON, Omaha, 
Pa Neb., for copyright lod lodge cut catalogue. 

E print catalogues, bookie jets. circulars, adv. 

matter—all kinds. Write for prices. THE 
BLAIR PTG. CO., 514 Main St.. Cincinnati, O. 


Do You Need Printed 
Matter Of Any Kind? 


Ihave secured the services of the brightest 
man in the advertisi I 
a what I am talking about and know 

man. He is at your service if [do your 

— anne, Soe i ¥ ae or everything. get 

up boo! advertisements; or I will 

rin ty EL, or a large catalogue. 
ly write me, if interested. 


WM. JOHNSTON, 
PRINTERS’ INK PRESS, 


10 Spruce St., New York. 




















——————_~eo—__—_—_— 
CARD INDEX SUPPLIES. 


Tes¢ CARD INDEX QUEST as veesnon will be quick! 
and easily set' y getting getalouse s wax 
price from the manufacturers, means us. 
STANDARD INDEX CARD COMPANY, 
Rittenhouse Bidg., Phila. 
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ADVERTISING AGENCIES. 


D A. O'GORMAN AGENCY. 1 Madison Ave. 
e N.Y. Medical journal advig. exclusively 


GoRES GATE ADVERTISING CO., 3400-3402 
Sixteenth St., San Francisco, Ca). 
URTIS-NEWHALL CO. fpeeins Miaieg 1895. Los 
. Newspaper, 
magazine, trade paper advei vertising. 
Te, H. L. IRELAND ND ADVERTISING AGENCY 
te for culars of the Ireland mag 
Chestnut Street, Philadelpbia. 
A “Genera FRANK & Cvu., #6 Broad Street, N. ¥. 
ae en tad gents. Established 
Bosto: ladelphia. Advertis- 
Eine or funds placed in every part of the world. 
| Sg wy AND 8\\ ASEY, San Fran 





cisco— 

Largest age west of Chicago; employ 60 

fem ae save ¢ adverdaers by advi sing judiciously de 

ne ~~ cars, distributing. 

Fr how much can be done in Can- 

pag ty . ew pape rs _— chosen and 

to best advan’ solicit correspondence. 

THe DESBAKATS ADVERTISING AGENCY, 
Ltd., Mo mtreal. 


i the issue of Sept. 13, PRIN 13, PRINTERS’ INK published 
a review of the best current want ad promo- 


ads this 
THE SERVICE WHIGH f 
—a a MY 18 PATRONS. 
“Contentment in Car-Loads” ads. 
pb mae De whether it is possible pa oy 
secure this Service for your city, and if 
why, iV good forvane for both of us. 


Ghowalters Advertising z, Promotion Service, 
150 Nassau Street, New York. 


Let me do your 
ADVERTISING 
and peg ng Silke it, 
Don’t Pay a Cent. 


Ww. P. WERHEIM, 
335 Richmond, Buffalo,N.Y. 
Doe A. TENNER RENE 











+o 
MAIL ORDER. 


AU+ORDER ADVERTISERS—Try house to 
bouse advertising; it wil pay you big. Uur 
men will =, circulars and catalogucs 
direct to the rder buyer. You can reach 
le who never see a paper of any description 
ae one Loe end another. When once 
rest is easy. We have reliable agents 
well oo tardughoat the United States and 
Canada. ae — ~4 a — to place advertisin 
matcer in f any desired class. OU. 
DIST HIBUTORS 1 DIRKOT: ’RY will be sent free 
of charge to advertisers who desire to make con- 
tracts direct witb the dist: am 2 MT oy 


service. Sorrespond 
ONAL ADVERTISING CO. 700 Oakland 
Building, Chicag>. 





tee 
NA 
Bank 
rhc cn + 
PUBLISHERS. 


Bx, PUBLISHERS use our editorial service, 
Try it. BOX 165, Red Wing, Minn. 





J UST WHAT YOU he peper. 8) features to 
brighten UNS. hen ours. Address 
COBB'S COL! P Wing, inn. 
PUBLICATI TIONS. 


offered for A, 
wworable terms to 





TRADE 380 ORNALS. 
ARDWARE DEALERS’ MAGAZINE. Circu- 
lation 17,500 (@O). 258 Br 258 Broadway. New Yors. 
66 R!15 ESTATE.” Amsterdam. N; Yc Y,. cireu: 
3.000, for Se estate dealers 
@wners; $i a year; names of buyers each ny 





PRINTERS’ INK, 


PAPER. 


B BASSETT & SUTPHIN, 
Coatea papers a speci pike 
as jal on fect 
White Site tor bah owes — ia 


FOR SALE. 


$1 000 TAKES one-thi: a interest in daily 
od, and w a r; town 6,wwv. 
-£ 'y) department. cellent eaunoee ales. mn. 
rest carries positi ion as manager. Address 
M "G., ep care Printe: re’ ink, 


gay JOURNAL, lat lately started; impor- 
ractive, conservative field, singt. 

larly uncompetitive. Clear entry as je Or,un 
Advertisi — ies considerabie. Subscriv 
ers highe Been enthusiasticaily «e- 
ceived. Wantstron publishing house takejover 
<eodon. ht party need pay little Others not 
P POUNDY: R, JER.” P.O O. Box 4%, New Yoik. 





Bargain for Publishers 
Mailing Type and Equipment 


For 40,000 names. Good as new. For sule 

cheap, in lots to suit purchaser. Must be 

sold by Oct. 10th. Write to-day. 

Address “ H. W. N.,” Room 623 120 Boylston 
Street, Boston. 








Hoe Press 


FOR SALE. 





3-Deck straight-line Hoe Web- 
perfecting Press in perfect condi- 
tion. Prints 24,000 per hour of 
either 2, 4, 6, 8, 10 or 12 pages; 
20,000 per hour of 16, 20 or 24 
pages, seven or eight column 
paper. Complete with up-to-date 
stereotyping outfit, 

Also router and trimmer; 35 
H, P. electric motor; one motor 
generator and four individual 
Linotype motors, 


JOHN T. LANDIS, 
Nashville, Tenn, 
Care of Landis Banking Co. 











CARDS. 
* pow CARDS of every description are made by 
us. Wesbip to of the world. Par- 
ticulars on —- SOUVENIR POST 
CARD CO., 1140 roadway, N.Y. 
++ 
ZINC ETCHINGS. 


EEP pane 2 etc that gs that will make you sit up 
Dis ike notice, NDAED, 61 AnD 

















PRINTERS’ INK. 


ADVERTISEMENT CONSTRUCTORS. 


PERH. 

4 a recent circular of mine. treating of the 

ern of the “ Follow Up Letter,” might 

mere Engl Ld will gladly mail you a copy 
it—free. of co : 

No. 47, FRANCIS I. MAULE. 402 Sansom St., Phila. 


S 8O FAR, AT LEAST, GRATIS. 
Your writ for if 


me of my work 
will cost you nothing—nor wij! it lay you under 
any obligations whatever. The fac t I con- 


stantly win new clients by onding such samples 
té co ndents why I seek such 
opportunities to show w I have done. I 

ic price. lists, logues, 
trade primers, circular letters, announcements, 


ili card kle' notices, wi r, 
pri ical and trade seal advertisements 
ete., ete.—-all of these with “ peculiariti f 
their own 


No. 45, FRANCIS I. MAULE, 402 Sansom St., Phila 


MAILING MACHINES. 


rue DICK MATCHLESS MAILER. lightest 
and quickest. Price $12. F. J. VALENTINE, 
Mfr., 178 Vermont 8t., Buffalo, N. Y. 





——_+o>—_——_- 
ELECTROTYPERS. 


W E make the electrotypes for PRINTERS’ INK. 
ber = Any oy typing hogs ne = = 
largest advertisers in the country. 
rices. WEBSTER, CRAWFORD & CALDER 45 
Rove St., New York. 


SPECIALIZED PUBLICATIONS. 


ARDWARE DEALERS’ MAGAZINE. Circu- 
lation 17,500 (@©). 263 Broadway, New York. 
el ipeeniatenem 





COIN CARDS, 
$3 PEK 1,000. Less tor more any printing. 
0 THE COIN WRAPPER CO.. Detroit. Mich. 
PERIODICAL PUBLICITY. 
ARDWARE DEALERS’ MAGAZINE. Circu- 
lation 17,500 (@@). 253 Broadway, New York. 


CLASS PUBLICATIONS. 


ARDWARE DEALKER»’ MAGAZINE. Circu- 
lation 17.500(@@). 253 Broadway, New York. 





TIN BOXES. 
F you have an attractive, handy kage you 
will sell more sand get better prices for 


them. Decorated tin boxes hsve a rich appear- 
ance. don’t break, are , and oreserve the 
contents, You can buy in one-half gross lots and 
at very low prices, . e ave the folks who 
make the tin boxes for Cascareta 

line, Sanitol. Dr. Charlies flesh Foud. New Skin, 
and, in fact. for most of the “big guns.” But we 
per, just as much attention to tie “little fellows.” 

ter send for our new illustrated catalog. 

contains jots of valuable infurmation, and is 
free. AM!.RICAN iy COMPANY. 1) 
Verona Street, Brockiyn. N. Y. The largest 
maker of TIN BOXES outside the Trust. 


ibuylers, Vase- 
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ADWRITING. / 


OHN CUTLER, WKITi:R OF ADVERTISING. 
Box 2312, Boston, Mass. 
sora eam mast 


The Adwriter’s Rule 


will enable 
THE RETAILER 


with his better understanding of the 
people’s wants and needs, to prepare 
good ads in LESS TIME than it 
would take to furnish the profes- 
sional adwriter with data—it gives all 
needed information about type, proof- 
reader’s marks, etc., and points out 
selling points of any article. 


BY MAIL FIFTY CENTS 
Send for folder 
L. ROMMEL, Jr. 
61d Merchant St., - Newark, WN. J. 





























to 
COIN MAILER. 


1 ,000 yp ey ro Siadieos: - 


DESIGNERS AND ILLUSTRATORS. 
ESIGNING, illustrating, engrossing, iliumt- 





nating, ergraving, lit: raphing, art print- 
ing. THE KiNSLEY Dio. Beay, 1. Ye 
SUPPLIES. 


| we Cold Water Paste is in dry powder 
form, mixes by ling cold water; no dirt, 
no odor, no waste, will not stain. t paste 
BiRNARD’S 


made. Sample pack free. 
AGENCY. Tribune Building, Chicago. 
CLOCK CARDS £8, TIME RE- 


CORDEKS3, Accu- 
rate work; prompt delivery; able prices. 
“We pay the freight.” Get estimates. LOUIS 


FINK & SOMS, Fifth st . above Chestnut, Phila. 


OTE HEADINGS of Lond Paper, 5x8 

AN inches, with envelopes (iaid p). 100 for 65¢.; 

250 for $1.10; 500 for $1.60; 1,000 for $2.50; 2.000 for 

.50; 5,000 for $11.00. Send forsampies MERIT 
'RESS, Bethlehem, Pa. 


W D. WILSON PRINTING INK Co., Limited, 
e of I7 Spruce St., New York. sell more mug- 
azine cut inks than any other ink bouse in the 
rad 


ie. 
Special prices to cash buyers. 


hipsters 
ADDRESSING. 


NVELOPES. addressed for 75c. per M., wrap- 

Poo] ., from your own list. We sell the 

Standard Auto Addresser. Write us. B. F. 
JOLINE & CO., 123 Liberty St., N.Y. 











The desirable offices at No. 10 


Immediate possession given : 


Main Office 25x98. 


same dimensions. Cellar as 


years by Geo. P. Rowell & Co.’s Advertising Agency, are now 


Tro LET 


Admirably lighted (will be re-arranged 

to suit tenant); together with basement and sub-cellar of 

free from any approach to moisture. 
CHAS. J. ZINGG, 

Business Manager of Printers’ Ink, on the Premises. 


Spruce St., occupied for thirty 


Rent free to January 1, 1906. 


dry as any office—absolutely 
Apply to 
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IMITATION TYPEWRITTEN LETTERS. 
[eee Pew Typewritten a ® yore Quan- 


aS, oe, 1% a. Write for booklet 
specimens. H INS CO., 1 E. 42d 8t.,N. ¥. 


DIRECTORY OF NOVELTY MANU- 
FACTURERS. 

At wanted to sell ad. novelties, 254 com. 

3 samples, i0c. J.C. KENYON, Uwego,N. Y. 

Cement, Paper be ge with your advertise- 


met 15 Catalog ady. novelties 
ST 130 iB BUTTON co,” 8t. Louis, Mo. 


Ne acect —- cuts (uo two systems 
alike) that are selling weil in oid territory. 
perienced or travelling agents wanted. 

Ee oO. SUE 8, Los A: Angeles Cal. 


RITE forsam and wlll Fi new comopination 
K ll File. aoe vee oe 


WHITEHEAD wi "HOAG. Gon Newark, nN. J 
Branches in all large ci 


PREMIUMS 


ELIABLE goods are trade builders. Thou- 

& sands ceustems suitable -” 
emost maker 

welry and kindred 

lustrated commneges, 

ually, h issue now ready; tree, 

F. MYERS CO.. 47w. and 49 Maiden Laue, N.Y. 


or. 
PUBLISHING B cerEes OPPORTUNI- 


Grass ougEoLD HOLD MONTHLY, 

Established 20 Good circulation. 

os: advertiaing se soseeed without push 
ear over — 

Biould be be ma pt net ee ,000.. 
| oe, Price $20,000. 

rite or ~y _ 

EMERSON P. HARRIS, 
Pub) Prope’ 


Breer in Publishing 
Broadway, New York. 


PRINTERS’ INK. 


BOOKS. 
ye A ake Tous M Toouis he as eat 
. ie > 
kee Street, Street, Jackson, Mich. Mich. 
66 pots FOR PRINTERS.” 5c. by mail. 
better for Printers, Adwriters, 
Advertisers, Mail-Ora er Men. WM.L.BLOCHER, 


patext ae PROTECT—72-p. book wo 
R. 8. & A. B. LACE Ay. syed and 
Trade-Mark ton, 
Established 


or 
HALF-TONES. 


OOD half-tone for either the ne ror 
. “oa a. STANDARD, 61 Ann Ann Street, 
iow 


EWSPAPER HALF-TONES. 
$1; 4x5, $1.60, 
Delivered when cash accompanies the order. 


nd fo! 
ENOAVILLE ENG RAVING OO., Knoxville, Tenn. 


4 “TONE or line productions, 10 square 
inches or smaller, delivered prepaid, 7ic 
6 or more, Soc. eae Cash with order. Aili 
wowreuener screens. Service day and — . 
rite 
Newspaper pi ver. Pb, O. y 815, 
~ pepsi oe 





+ eo 

POSTAGE STAMPS, 

U.%2 r Canadian ; ship c. 

« broker, R. 6. 4 Deer 
ee 

4DDRESSING MACHINES. 


ship ped. R. E, ORSER, 
St., Chicago, 11)’ 


29 t., New York. 
1310 ‘Katies Blig.., ‘s Deasbere 8t:, Chicago. I 








I like your job inks. 


—Chronotype, Neche, N. D. 


ing inks. 
found up to the highest 


17 Spruce St., 





BEST THAT MONEY CAN BUY, 


Have had no trouble with any of 
them as yet.—ecord, Bushnell, Jil. 

We use your Oriental Green and Gold Size and find them 
hard to beat.—Xeystone Press, Portsmouth, Ohio, 


I have had a couple of job ink orders from you, and same 
has proved so satisfactory that hereafter I shall use no other. 


Send for my sample book containing one hun- 
dred and twenty-five specimens of my best sell- 
Money back when goods are not 


ADDRESS 


PRINTERS INK JONSON, 


standard of excellence. 


New York. 











PRINTERS’ INK. 


AN ILLUSTRATIVE CASE. 


At Nunda, Livingston Co., in 
the State of New York, there is 
published a good local weekly 
called the Nunda News. It was 
established forty-six years ago by 
C. K. Sanders, the father of W. B. 
Sanders the present editor and 
proprietor. The last census cre- 
dits Nunda with 1,018 popula- 
tion—equivalent to 200 families— 
but it is surrounded by numerous 
towns whose people are mainly 
farmers and many of these go to 
Nunda for their supplies—includ- 
ing a newspaper. Still, in such a 
comparatively small community, a 
newspaper must be excellent or 
popular to a degree that is far 
from usual before it can obtain 
and retain a regular sale of so 
many as 1,000 copies, Papers is- 
sued under similar conditions 
commonly have the “JKL” circu- 
lation rating in Rowell’s Ameri- 
con Newspaper Directorv; a rating 
that means that the regular issue 
is less than 1,000 copies. A thou- 
sand is the general advertiser’s 
unit of value. The paper issuing 
5,000 copies rarely obtains five 
times as much for its advertising 
space as is demanded by the paper 
that issues 1,000. It is equally 
true that the paper that issues 
1,000 does not, as a general thing 
get much more for its advertising 
space than is demanded by an- 
other paper that does not claim to 
issue sO many as 1,000 copies. It 
comes about, in practice, that pa- 
pers that issue less than 1,000 
copies cost the advertiser about 
the same price whether the output 
is 99 or 999 copies. It is said that 
there are, in the United States, no 
less than 4,000 papers whose reg- 
ular issues do not exceed 100 
copies. Influenced by the lessons 
taught by experience general ad- 
vertisers go not now make a prac. 
tice of placing their orders with 


papers whose editions do not at 
least equal an average issue of 


1,000 copies. To such an extent is 
this the rule that the editor of 
Rowell’s Newspaper Directory has 
long found it advisable to supple- 
ment his complete catalogue by a 
smaller one from which all papers 
of the “JKL” class’ are eliminated, 
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Bearing these facts in mind it is 
easy to understand that successful 
village and county papers who are 
eligible for admission into the sec. 
ond catalogue are justified in tak- 
ing pains to gain admission there; 
for such a place, when obtained, 
brings the paper in line for con- 
sideration by the common run of 
general advertisers. When this 
desire is right in mind, and the 
circulation of a paper not named 
in the second catalogue does now 
and then exceed 1,000 copies, the 
publisher is sometimes inclined to 
claim for it a circulation rating 

based on its highest issue within a 

year rather than on its average is- 

sue for that time, which is what 
the Directory editor requires. The 

Nunda News is an illustration of 

the condition commonly found to 

exist as a local paper nears the 

1,000 boundary line. Its descrip- 

tion and circulation rating as given 

in Rowell’s Directory are here ex- 
hibited for the purpose of com- 
ment: 

NUNDA, Livingston Co. 01,018t pop., 
on Pennsylvania Rd., 51 m.8. of Rochester 
and 67S. E. of Buffalo. Machine shop, grist 
mill, and furniture, casket and knife fac- 
tories. 

NEWS; Sptentone ; republican; four 
20x26; subscription $1.50; established 

; W. B. Sanders, editor and publisher(3—3), 
Circulation: “1x1.” In 1901, Z (1, 2, 4 5). 


In 1902, Z (4). Actual average for 
1,011. on ™ 


Up to and including the year 
1900 the News would seem to have 
been content with a “JKL” rating; 
but for the year 1901, it claimed 
a larger issue; but the “Z” rating 
accorded to it, followed by the 
numerals 1, 2, 4, 5, indicate that 
its claim fell short of the Direc- 
tory requirement on four points. 
It was not signed. It was not 
dated. It was not given with suffi- 
cient attention to detail. It did 
not specify the time covered by 
the report. For the year 1902 the 
editor again seemed to claim a 
rating above the “JKL” class, but 
again the “Z” rating followed by 
the figure 4 shows that he still fell 
short of the Directory require- 
ment. This report was not given 
with sufficient attention to detail. 
When he came to report for the 
year 1904, however, he found that 
by setting down the actual number 
of copies printed for each of the 
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fifty-two weeks, and adding them 
together, and dividing the sum 
total by fifty-two, the average is- 
sue actually did exceed the gen- 
eral advertiser’s unit of 1,000 cop- 
ies by no less than eleven copies. 
He thereupon made up for the 
Directory such a report as the 
Directory editor demands, and lo, 
the Rubicon was passed, and the 
actual figures 1,011 appear in the 
regular Directory catalogue; the 
paper is also named in the second 
or supplementary catalogue; and 
now editor Sanders convincingly 
says to the general advertiser, on 
his letter head: 

“SEE 1905 EDITION OF ROWELL’S NEWS- 
PAPER DIRECTORY FOR DETAILED 
CIRCULATION STATEMENT.” 

> 
A CORRECTION, 
St. Louis, Mo., Sept. 14, 1905. 
Editor of Printers’ INK: 

I notice in your issue of September 
13th an item on page 39, which reads 
as follows: 

“The St. Louis Star has leased the 
old building of the Chronicle in that 
city, at 6th & Walnut Sts., and is in- 
stalling a new mechanical plant.’ 

This item is rather misleading inas- 
much as the Star has been purc 
by the Chronicle and is now known as 
the Star-Chronicle. Mr. August Frank, 
former manager of the Star, has leased 
the old Chronicle Building and _ will 
_— the St. Louis Semi-Weekly 
tar. 


Thaning you for your attention to 
this matter, I am, Yours very truly, 
F. W. Hunsicker, 
Business Manager, the St. Louis Star- 
Chronicle. 


++ 
ADVERTISING THE CLASSIFIED. 
Room 1121, 150 Nassau Street, 
New York City, Sept. 15, 1905. 
Editor of Printers’ INK: 

In the last issue of Printers’ Ink, 
under the title of “Advertising the 
Classified,” you publish an interesting 
exhibit of the want advertising promo- 
“ ads found in —- issues of live 
aily newspapers. t interests me to 
note that eleven of these ads., includ- 
ing the first one. “Shredded Patience,” 
are from Showalter’s Advertising Pro- 
motion Service. 

Your comments in the article re- 
ferred to, are, I contend, wholly ra- 
tional and sensible—for I have been 
reaching that same gospel, insistently, 
or years. Sincerely yours, 

W. D. SHOWALTER. 


—__+~or———_ 

Tue Correct Clothes Monthly, a per- 
iodical sent to retailers by Alfred Ben- 
jamin & Co., the New York clothing 


manufacturers, gives suggestions for 
window displays, copy for newspaper 


and other advertising and similar helps. 
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TAKES EXCEPTIONS. 

SPRINGFIELD, Mass., Sept. 14, 1905. 
Editor of Printers’ INK: 

I have read with interest the item on 
page 13 of your issue of Angst 30, in 
which you state that Ralph Tilton, ad- 
vertising manager of the Butterick Trio, 
“has perfected a way to print adver- 
tising in those magazines in color.” 
Aso that “the method is a secret;” 
also that the Butterick Trio ‘“‘is first 
and is said to have at least one year’s 
start.” 

I confess I thought this was a joke 
at first, but perhaps it is a serious 
article. Assuming it is the latter, per- 
mit me to kindly call your attention to 
the fact that if I am not mistaken, the 
S. S. McClure Company was the first 
magazine publisher to install a color 
rotary press for doing color work on 
McClure’s Magazine. This was about 
a year ago. 

Good Housekeeping was the second 
magazine to install a rotary color press 
which took place about a year ago, 

I understand that Munsey is the third 
one, 

So far as I am aware, the method’ is 
no secret. <All you need is a_ press, 
paper, ink and talent. Good House- 
kecping has several times in the past 
printed advertisements of their own in 
color, that is black and one color. Dur- 
ing the past several months almost 
every issue of Good Housekeeping has 
had in its reading pages illustrations 
printed in two colors, b:ack not being 
used at all. 

It is my pleasure to enclose herewith 
a folio taken from the April issue of 
Good Housekeeping, which shows how 
we have treated our own matter, and 
to call your attention to the fact that 
in the October issue of Good House- 
keeping we printed a page advertise- 
ment of Bensdorp’s Cocoa in back and 
red, and I believe that this advertiser 
is the first one to contract with any 
magazine for a page advertisement in 
black and one color, printed as a part 
of the regular advertising section; also 
that Good Housekeeping is the first 
magazine to take a continuous page 
order in colors. Good Housekeeping 
has not made any mention of its color 
work or its ability to print an adver- 
tisement in color, preferring to make 
sure that we cou'd do this to the per- 
fect satisfaction of all concerned. 

T cannot, therefore, agree with your 
article that the Butterick Trio is said 
“to have at least one year’s start.” I 
enclose herewith proof of the Bens- 
dorp advertisement. . 

Yours very truly, 
Tue Puetrs Pusrisutnc Co. 
W. A. Whitney, Adv. Mer. 
—_++ 


HE THOUGHT IT WASN’T. 
“Papa,” said a little boy, “is Rotter- 


dam _ swearing?” 

“No,” was the answer, “that is the 
a city in Holland. Why?” 
said the boy, ‘“‘Fannie Jones 

ate some of my candy to-day, and I 
told her I hoped it would rot-ter-dam 
teeth out.”—Ladies’ Home Journal, 


name of 
“Well,” 
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Rowell’s American Newspaper Directory for 
1905 is now ready, The price is $10. It is 
delivered, carriage paid, to any address on 
receipt of price. The other so-called News- 
paper Directories are generally given away. 
The comparative value of this and these is as 
$10 to $oo. 

An order by wire secures a book zow, but 
last year numerous orders for Rowell’s Amer- 
ican Newspaper Directory remained unfilled 
because the edition was sold out before the 
order came to hand. 


Remit price, $10, ‘to 


Printers’ Ink Publishing Co., Publishers, 


No. 10 SPRUCE ST., NEW YORK. 
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READY-MADE ADVERTISEMENTS. 


Readers of Printzrs’ Ink are invited to send model advertisements, ideas eal window 
cards or circulars, and any other suggestions for bettering this department. 








Knowtton’s Druc Store, 
4 Hastings Street. East. 

Vancouver, B. C., Aug. 14, 1905. 
Editor of Printers’ INK: 

Will you please to criticize the en- 
closed ad in your valued paper. I ran 
one-third page to drive home the fact 
that we were always open, I read your 
paper from first to last page and I learn 
much from every issue. am, 

Yours truly, 
E. S. KNnowtton. 





This is rather unusual enterprise 
for a druggist in a city of the size 
of Vancouver, or even larger. The 
ad was bound to get attention by 
reason of its size alone, even with- 
out its striking and well-balanced 
display. But I believe that if it 
was intended to emphasize the 
fact that the Knowlton store is al- 
‘ways open, that statement should 
have been embodied, in some form, 
in the headlines, instead of the 
words “Burn yourself into the 
public eye, 


” which may be various- 
ly interpreted and does not convey 
the idea which inspired the ad. 


“The drug store that’s always 
open,” or “The drug store that’s 
never closed” would have “burn- 
ed” something “into the public 
eye” that would have a good 
chance to get into the public mem- 
ory and stay there awhile. Still 
the ad is impressive just as it 
stands, and no doubt it was widely 
read, as it ran the full width and 
one-third the depth (at the top) 
of a page in the Vancouver (B. 
C.) Sunday World. Here is the 
body of it: 


“BURN enc ey 


This is a go Poly ra a business 
man, and we are going to take it. 

We are trying to make an indelible 
impression by giving the people what 
~— want and when they want it. 

e enjoy the confidence of the medi- 
cal profession. They like us to fill your 
prescriptions and we like to fill them. 

If your doctor leaves a prescrip- 
tion we will send for it and return 
promptly. 

Re > = dies aa 
rug Store ways n, 
4 Hastings St., E. Vancouver, B. C. 


And here are the contents of the 





Pha THE 





four panels which occupied its 


corners: 





Prompt and efficient service is what 
the business world wants and needs.— 
Printers’ INK. 





We are the only drug store in Van- 
couver giving a twenty-four hour ser- 
vice. We invite you to use it. 








Our telephone service is prompt and 
efficient; we have two ’phones, 665 and 
782. Call us on either—we deliver all 
night. 





Are your feet giving you good ser- 
vice? If not use Knowlton’s Foot 
Powder, 25c. a box. Money back if not 
satisfied. 





A Seasonable One From the Pittsburg 
. (Pa.) Leader, 





For Autumn 
Brides 


Don’t put off ordering 
the cards and _ invitations 
until the last moment. They 
are very important features 
of a roper'y appointed 
wedding and plenty of time 
should be given to have 
them just right. We can 
do rush work—but we don’t 
like to. 

Ask to see the new ideas, 
J. R. WELDIN & CO., 
429-431 Wood St. 
Pittsburg, Pa. 











Seasonable and Sensible. From 


Peoria (Ili.) Star. 


School Suits, $5 


School is hard on boys’ 
trousers; it requires staunch 
stuff well made to with- 
stand the ceaseless activity 
of Young America. We 
have made special provision 
for strenuous wear in the 
Schipper & Block Special 
trousers with double knees 
and seat; the suits have 
double warp Italian lining— 
the best suit for the money 
we have seen, 


SCHIPPER & BLOCK, 
Peoria, Ill. 
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C. B. Motzer, 
House Furnisher, 
Lafayette Square. 
CamsBrivce, Mass., Aug. 10, 1905, 
Editor Ready Made Department: 
Enclosed please find specimen ad 
which I submit to your “Ready Made 
Ad Department.” Would like to 
know how strong an inch space can be 
made with copy as used? 
espectfully, 
Cc. B. Motter, 
O. C. Moller, Mgr. 





Mr. Moller’s one inch ad con- 
tains only the words “Save Your 
Dollars—Trade at Moller’s, House 
Furnisher, Lafayette Sq., Cam- 
bridgeport.”” All but the address 
is in white letters on a black back- 
ground—what the engravers call a 
reverse plate—and the address is 
in type, in a mortise at the bot- 
tom. The catch-line is good, and 
it would be difficult to make a 
one-inch space more conspicuous, 
but a house furnisher somewhat in 
proportion to the size and import- 
ance of his business, and should 
have something to say which 
would be worthy of a larger space, 
The mere repetition of a catch 
phrase, no matter how good or 
how conspicuously displayed is not 
enough for any retail business that 
is worth while. 





Here’s Something Rare—Not Only a 
Tinsmith’s Ad, But One With Rates 
and Reasons In It. Let There Be 
More Such. From the Curwensville 
(Pa.) Review, 


This For You. 


The Best Tin that can be 
had is made by using Char- 
coal Iron (not steel) 1xx 
Plates, having same re-dip- 
ped until there is 40 Ibs. 
pure lead used to the box. 
This is the kind we use, 
and in Spouting is worth 
14 cents per foot. But 
having purchased a_ large 
quantity of this material 
while prices were lowest 
(during the winter months) 
and had made up when not 
rushed with other work, we 
will, for the next 60 
put up your Spouting for 
12 cents per foot. 
CURWENSVILLE_ HEAT- 

ING AND PLUMB- 
ING COMPANY, 
H. B. Thompson, Mgr. 
Curwensville, Pa. 
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A Savings Bank Ad From the Mem 
phis (Tenn.) Commercial Appeal. 





The “ Napoleons 
of Finance” 


would never have a chance 
to acquire great wealth but 
for that hard earned first 
thousand that gave them a 
chance. It doesn’t take 
jong if you start an account 
here and keep the receiving 
teller busy adding small 
sums to it. 

Banking by mail is safe as 
well as practicable. 

Three Per Cent. 


MANHATTAN SAVINGS 


BANK & TRUST CO., 
Memphis, Tenn. 











Another Snappy One From the Quaker 
City. 





A Man’s Drug- 
Store 


We don’t mix drugs and 
fancy goods, but stick strictl 
to our own Selnces—elies 
seems to be the reason why 
ours is the most popular 
drug store with men, in 
Philadelphia. 

Medical Advice Free—A 
physician in attendance 
during business hours is a 
convenience business men 
appreciate. 


BROWN’S, 
1oth and Arch Streets, 
Philade‘phia, Pa, 








Tells Its Own Story, From the Wash- 
ington (Pa.) Daily Reporter. 





$12.50 Tailored 
Suits at $2 50 

We don’t brag about the 
styles because they’re not 
new—but we do brag of 
quality and commend the 
suits for service. Suits that 
were $12.50 to $20 are be- 
ing sold for $2.50 to $5— 
much less than first cost of 
materia's, 

We have a small oddment 
lot of misses’ and women’s 
wool walking skirts that we 
are about giving away. 
Values of $5 to $7.50 are 
going at $1.75 to $2.85. It 
you want one you’d better 
hurry. 

THE A. B. CALDWELL 
COMPANY, 


Washington, Pa. 
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Mopern IrricaTtion anp Lanp Co., 
Irrigated Land Only Five Miles 
From City. 

Spokane, Wash., Aug. 15, 1905. 

Editor Ready Made Department: 

I enclose an ad which I wrote some 
time ago for a Sunday school pro- 
gramme. Will you kindly give your 
opinion. We are selling irrigated land 
—‘Opportunity”—which is four miles 
from Spokane and have been doing 
some very extensive advertising. 


Yours truly, 
A. W. St. Utar. 





The ad enclosed with this letter 
has whatever merit there may be 
in its novelty, and no doubt was 
quite as effective as anything that 
could have been printed in the 
same space in a Sunday school 
programme, on the principle that 
if the medium is wrong the copy 
doesn’t matter much. But this 


kind of copy wouldn’t do at all for 
a newspaper, because it doesn’t tell 
a solitary thing about “Opportun- 
ity,” except its location, Certainly, 


if the Modern Irrigation and Land 
Co. has money to burn in Sunday 
school programmes, it must have 
some to invest in newspaper space, 
and the “Ready Made Man” would 
be glad to see some of the news- 
paper ads of this company. This 
is the one from the programme, 
which you will note does not take 
advantage of the opportunity to 
say where a prospective purchaser 
may find the owner or agent—a 
real fault in any ad: 





A DRAMA OF A LIFE. 


Place—“‘Opportunity”—A tract of ir- 
rigated land four miles east of City on 
Coeur d’Alene Electric Road. 

Time—The Present. 

SYNOPSIS. 


Act 1.—Investigates “Opportunity.” 
Infatuated. 

Act. 2.—Calls at Office, 404 River- 
side Avenue, Buys 10 Acres, 

Act. 3.—Living at “Opportunity.” 
He clears over $350 per acre yearly. 

Moral—You Buy a Ten Acre Tract 
at “Opportunity” and double your 
money, 


How Martindale Knocks the 
Knockers, in the Philadelphia Even- 
ing Bulletin, 





Why Coffee is 
Heathful 


To use the words of a 
prominent physician: 

“An ordinary infusion of 
coffee destroyed the germ ot 
erysipelas in one day, the 
germ of splenic fever in one 
to three hours, the typhoid 
baccillus in one to two days, 
and the microbe of Asiatic 
cholera in seven hours.” 

This is proof conclusive 
of the value of coffee as a 
healthful beverage. 

Couple this fact with the 
recent exposure of the wide- 
ly advertised substitute-cof- 
fee that was found to con- 
tain an excess of very ordi- 
nary coffee! Aren’t you 
convinced by this combined 
evidence that good old-fash- 
ioned coffee is the best bev- 
erage after all? 

Such a coffee is Sa'udo. 
It’s extra good and _ it’s 
wholesome. And more, it’s 
the most economical coffee 
sold in Philadelphia, since a 
little bit goes a great way. 

Try it to-day. 

26 cts. pound, 4 pounds 
$1. A postal to us and we'll 
bring any quantity of Salu- 
do Coffee to your home, if 
on our wagon routes. 

We deliver in Camden, 


THOS. MARTINDALE & 
COMPANY, 
Teas, Coffees and Groceries, 
Tenth and Market, 








Philadelphia, Pa. 








“Different” Shoe Ad, From 


Montgomery (Ala.) Advertiser. 





How About 
Another Pair of 
Low Quarters ? 


Lots of people wear low 
shoes right on into cold 
weather. Amyway,  there’s 
still several weeks in which 
to wear them — several 
weeks of genuine hot 
weather. Do this: Buy 
what you want now, wear it 
a while, and then put them 
away for Spring. You 
can find your favorite here. 
Come by. $3, $3-50, $4, $5 
and $6. 

Plenty of time yet for 
another pair. 

BULLOCK SHOE CO. 

Montgomery, Ala, 











Coffee 


the 
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A Good Way to Get Everybody In-| Calculated to Boom the School Book 


terested in a New Store. From the : : E 
Daily Arqus-Leader, Sioux Fails, Business. From the Republic News 
S$. D. 


Miner, Republic, Washington. 








We Want a A Beautiful 


Name 


For the pa agg ono Souvenir 
store that will be ene 

October 1 in the Taylor Photograph 
ap ge ll hog - your aon, as z, od 
e e Ferry ounty Cour 
a se ge Ry gg 8 aa vel — — 
offer a prize of $25 to the A a ace at the 
person suggesting the most Bring your o_o 
gp gl ly = ‘shoe | eager and exchange thcm 
terested co mmmittee. The We "har. 6 cil line 
business = Og —_——_ of the latest styles in pen- 
oa” won seer seagie- cil and ink tablets, composi- 
tions to the Argus-Leader pon gag word pes 
ae rg _ Coa tom Sanford’s inks in all colors, 
el iow thing fae . a boxes and bool straps, 
ij yee n fact everything carrie 
Place name of store on this by a first-class book store 
line and needed by a pupil at- 

E tending school. 

NAM | Wishing all a prosperous 





ADDRESS school year, we remain, 
Yours truly, 


Excelient Argument for a Savings GEO. B. STOCKING, 
Bank. From the Pittsburg Times. es 
4 Republic, Wash. 


The Bank That 
Pays 4 Per Cent 




















A Laundry Ad That Begins to Say 
E Somethin With the First Word. 
Why should I put my From tlh : Register and Leader, Des 

savings in bank at 4 per ere NER n er: 2G ee. 


cent when this “brokerage Moines, Ia. 
firm” offers 200 to 300 per 
a profit? ‘ 
ere is something  pa- 
thetic in - way -_ small We Wash Every- 
investor yields to the t ~ : : 
tation offered by the pone thing in Soft 
army of dishonest specula- . 
tors and worthless invest- Water With 
oe companies. — r P S 
our per cent is the nor- 
mal return from safe invest- ure oap 
ments the country over— This is one of the many 
Blind pool schemes have special facilities of our new 
only worthless adventurers plant. _ We have _ installed 
for owners and dupes for much fine new laundry ap- 
clients. paratus that enables us to 
The larger the return do better work than ever 
— the greater should and with the least possible 
e the reason for doubting wear on the clothes, 
the safety of the invest- Ladies are especially in- 
ment. vited to visit our new plant. 
Four per cent and safcty It will prove a revelation 
is within the reach of all— to everyone, 
it is the best investment Drop us a card or Phone 
known for the thrifty man 579 and we'll get your 
or ‘> = * —_ Mo bund‘e. 
save. t this an I " P - 
starts an account and may MUNGER’S LAUNDRY, 
be added to from time to A. W. Chennell, Mgr. 
gue. oe $1,000,000. 1109-1111 Grand Ave., 
ga rn A ecatanggennytys Des, Moines, Ia. 
PEOPLE'S SAVINGS A few doors from the 


BANK 
‘ 1 x 
Piushere, Pa. West Walnut Car. 
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COMMERCIAL ART CRITICISM 


BY GEORGE ETHRIDGE, 


READERS OF FRINTERS’ 
CRITICISM OF COMMERCIAL ART 


An unusual amount of particu- 
larly bad advertising has turned 
up during the past week or so and 
this Eller’s roofing tin advertise- 
ment is easily the worst of the lot. 
There is absolutely nothing about 
it that can be said to be good. 
The two creatures which form a 





A SIRE REMEDY P2R ALL BaD Reeps 


2 H ELLER € co 


ANTON OHIO 





INK WILL AECEIVE, 


383 UNION SQUARE.N.Y: 
FREE OF CHARGES 
MATTER SENT TO MR. ETHRIDGE. 


sightly. No. 2 is offered as a 
simple and sensible substitute. 
* * * 


This waist advertisement was 
prepared by the Dry Goods Econo- 
mist for one of its customers, and 
occupied a full page in that pub- 
lication, The size of the page is 
ox12¥%4, and this advertisement, in 
that size, made a strong and Tog 
pressive appearance. In design, 


. 





part of the illustration are not 


funny—they are simply distressing. 
A mistaken sense of humor prob- 
ably causes more poor advertising 
than does ignorance, which is say- 
ing a great deal. Certainly there 
is no reason for attempts to be 
funny in-a roofing advertisement. 








There is nothing comical about a 
roof, and one would think that a 
roofer, because of the hazardous 
nature of his calling, would be a 
serious-minded person. Aside 
from the feature mentioned this 
advertisement is muddled and 
mixed up, unattractive and une 


= our gumenn we do 
one 4 The 1 call the ~ 
Se we mincing secert you sooner wel sap your goodeme 


Quaitty Duttives Price in the Customer's Memory 


Hemel Pieeretetmer 


NEW ADDRESS, 626 BROADWAY 
cere meee ree creer ee cone 





execution and arrangement this is 
a most excellent advertisement. 
+ * * 

Here is a quarter page magazine 
advertisement that deserves to be 
immortalized. The cheerful, if 
somewhat unconventional invita- 
tion to take your pants off is more 
than noteworthy in itself, and lest 
there be no mistake about it, we 
have an interesting picture of a 
man availing himself of the oppor- 
tunity offered and taking his pants 
off in full view. This is an inter- 
esting advertisement all the 
way _ through. It offers a 
tailor-made suit of clothes, equal 
to any $25 suit, for only $10, 
and with every suit you get free 
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“an extra pair of $5 trousers, also 
an extra fancy vest and a leather- 
handled patent ladies’ or gent’s 











dS 8S. 
MEN'S GUITS TO ORDER IN sINGLE $10 
OR DOUBLE a 8STY 
Tallored and Fitted Equal to tae @ 028.00 Sait 
es as ale tank se tachi; they. 
@ years wear or your mone 
Our Great Guarant 
If you find single thread of cotton $7] the cloth we 
mabe 0 our fico au suits from YOU may keep the suit, ex- 
tra trousers, vest and suit tease. Besides we will 
retara ta You ali money you bald ws on sult 


with every suitan extra of &% Trousers 
a = an | exten Fancy eat and . Leather 
Gents or Ladies Suit Case. 
Write fer vreau measurement Denk, tape 
Address F108, THE Sth AVE. TArLors, 
Fifth Avenue, i 


Sy yt 

















suit case.” It should be noted that 
when you take your pants off you 
get trousers in place of them, 
which is a distinct advantage. In 
order that there may be no decep- 
tion about this matter all of the 
articles mentioned are shown in 
the illustration. 
* 


This 


* * 
advertisement of Jones 


et Oc, 
Sta SS 


REPUTATION INTERNKYWONA. 


FANEAS JONES&G 


NEWARK-NEW JERSTN. 


wheels occupied a full page in a 
carriage trade paper. It is cer- 
tainly a strange thing. Any jani- 
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tor, office boy or scrubwoman 
around a carriage manufactory 
who could not do better than this 
ought to be discharged at once. 
If this advertisement—if it can be 
called an advertisement—conveys 
any idea at all it is that somebody 
has lost or thrown away a Jones 
wheel and has passed on over the 
horizon. The loser evidently did 
not think it worth while to stop 
to pick up the wheel, and from the 
looks of the wheel it is fair to as- 
sume that he is glad to get rid of 
it. It is a sinful waste to pay 
good money for trade paper space 
and then use it in this way. 
x * * 

A close inspection of this Mc- 
Clamroch advertisement shows 
that a section of a mantel forms 








The name McClamroch stands 
for the highest art in mantel making. 
McCLAMROCH 
ART MANTELS 
are made in most beautiful and artistic 
designs, of finest materials and by best 
workmen. Their quality is high, but 
prices are low. If you are building a new 
home cr remodeling an old one you 
should have our large 84-page hand- 
some Mantel Catalogue, which will be 
sent for 6 2-cent stamps to cover cost 
of mailing. We design and manufac- 
“a Ornamental Grilles for all uses, 

LAMROCH MANTEL CO. 
Dept HH, 205 S. Elm St., Greeasboro, N.C, 








the illustration. It made a very 
poor showing in the space it orig- 
inally occupied. This advertiser 
would have done much better to 
have let the mantel fill the entire 
space and set his copy up in the 
middle of it. This would have 
given the mantel a better chance 
to be seen and made a more har- 
monious and attractive advertise- 
ment, 
——__+o+ 

TureE effective mailing cards from 
the News, of Mansfield, O., show how 
that daily covers its own county, its 
State, and the world through its own 
correspondents and the Associated 
Press. These cards were used in pro- 
moting circulation, and are thoroughly 
commendable, 





One ieindred Thirty. 
Six Cities. = 








The Little Schoolmaster wants 
live subscription canvassers in the 
one hundred and thirty-six cities 


named on the opposite page. 








Good pay for hustlers, who 
mean business; others should not 


apply. Write to this office. 


Printers’ Ink Publishing Co., 
10 Spruce St. (up-stairs), NEW YORK CITY. 


x 








